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International Accord on Style 





Factors Are Gradually Coming into Existence Which May Create a 


ISTANCES have been annihi- 
D lated by speedy transporta- 
tion as well as by instan- 
taneous communication. 


Trend Towards Unity of Style the World Over 


item of price. It is not so now. 


1920. A revolution in merchandis- including shoes. 


women of this country demanded 
The speedy style period began in the height of fashion in all apparel, 
For five progres- 
Once it ing practice came about in that sive years the movement of style has 


was possible to indicate the popu- year. As if with one voice, the continued, so that today a style that 


larity of a style 
in New York and 
the Metropolitan 
cities of the 
country, and to 
chart out how six 
months later that 
same style would 
appear in lesser 
cities and in les- 
ser grades. 

It used to be 
said that what 
was in good style 
in New York for 
one Easter would 
appear in a city 
less than 300 
miles away as a 
good style for 
the year follow- 
ing. It would be 
a leader in the 
high-grade shoes 
one year and a 
leader in the low- 
er priced shoes 
sold by whole- 
salers the year 
following. That 
was the time 
when fashion 


moved slowly 
and the biggest 
factor in  foot- 


wear was. the 






San Francisco 


and London 
Agree 






Harry A. Gibson, chairman of the shoe styles conference of the Cali- 

fornia Shoe Retailers’ Association, shaking hands with F. Gibberd, 

representing the National Association of Shoe Retailers of England, 

and one of the prime advocates of a fashion conference board for En- 

gland. The two met some time ago in the “Boot and Shoe Recorder” 

office and posed for this picture, illustrating international harmony 
of style ideas. 





is popular in 
New York City 
is automatically 
popular in a 
dozen big cities, 
and within a 
month it swings 
into places, large 
and small, and 
makes its fashion 
imprint on the 
entire industry. 


ITH such a 

speedy situ- 
ation developing, 
the importance of 
National Styles 
Conferences __ is 
appreciated by 
the trade. After 
five years of 
testing the re- 
sults of the con- 
ference of manu- 
facturers, mer- 
chants, tanners, 
wholesalers and 
traveling men 
and members of 
the craft who 
serve these 
groups, we have 
come to a really 
effective period 
in style deter- 
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mination. The outstanding success 
of the National Styles Conferences 
in picking the shoes for the spring 
and summer season of 1926 has 
been the marvel of the shoe world 
—so much that the shoe industry 
of England is now making a study 
of how it can help its own style 
situation by a similar voluntary 


body. 


T a meeting held in London re- 

cently some of the leaders in the 
shoe industry met to determine 
ways and means of establishing a 
sound style program and policy. 
That meeting will probably 
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was both wonderful and amazing. 
Almost every week new designs 
came out, and often the prices of 
these fashion shoes were very 
moderate. And this wonderful 
variety had no doubt greatly in- 
creased the business being done; 
but whether the cost attaching to 
that increase was adequately met 
by the return was a matter to be 
discussed. 

While some might argue it was 
desirable to curb this growing 
variety, it must be remembered that 
variety had made the trade, and was 
an incentive to the public to buy. 
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been founded to provide the rally- 
ing point at which all the trades 
allied in catering for fashion could 
meet on common ground and evolve 
this harmonious conception. From 
the Model House the shoe manufac- 
turer could obtain, red hot and 
not twelve months later, expert 
forecasts of fashion and advice in 
the styles, colors, etc., that would 
be in favor. There he could dis- 
cuss his products with his allied 
manufacturers, try out his ideas, 
and display them to the fashion 
world; and thus he could assist in 
creating a centralized market for 

world buyers of patently the 





greatest imaginable value. 





prove to be the beginning of 
method of style prediction 
similar to that which now 
prevails in America. It was a 
meeting called by the Na- 
tional Association of Shoe 
Retailers of England, and the 
pioneer work may be very 
resultful in the future. 

It was voted that this 
meeting is of opinion that the 
N.A.S.R. has rendered a 
useful service to the shoe and 
leather industries by cailing 
this conference, and _ is 
further of opinion that in 
order that closer practical. 
attention can be given to the 
many important questions in- 
volved, a committee be im- 
mediately appointed to con- 
sider and report to a further . 
meeting to be convened be- 
fore the Shoe and Leather 
Fair. 

The spokesman for the British 
Association of Shoe Men was its 
President, Fred Gibberd of London, 
and he is reported as follows: 

“Invited to expand the retailers’ 
point of view, Mr. F. Gibberd (Lon- 
don) remarked that the develop- 
ment of the fashion trade had come 
upon them like an avalanche, and 
they were really not quite prepared 
for it. He, himself, welcomed this 
accession of color and change; it 
had changed the shoe trade from a 
humdrum, dreary business into a 
lively, sensitive organization, which 
should be a joy for everybody to 
take part in. But it had its dif- 
ficulties and embarrassments, which 
had got to be faced. He believed 
that shortly they would find over- 
shoes made in colors, and he 
understood that as time progressed 
the trade would become still more 
complicated. 

Therefore, it was desirable to dis- 
cuss the vital problem of the 
elimination of the risks attached to 
putting in stock and locking up 
capital. The fecundity of designs 








Bargain-Basementry Versus 
Price-Banditry 
In the “Boot and Shoe Recorder” 


Aug. 21 comes a true picture of the line- 
up for selling shoes in main street, in side 
street and in the fringe streets. 
the buying habits of people have changed, 
so too have shoe stores changed in accord- 
ance with the times. 
Bargain-Basementry versus Price-Ban- 
ditry—the story of a Denver merchant 
who sold $13,000 worth the first day he 
did business in the basement; plus the 
story of another man in the same city who 
gets ’em by the slogan: 
“Most feet troubles are only fit trou- 
bles.” 


Just 


A real treat. 


The Model House was not a 
retail establishment, but 
purely a propaganda institu- 
tion, and it stood as a re- 
of search department for the 
whole of the textile trades 
dealing with fashion. They 
hoped that the fabric and 
dress makers, leather manu- 
facturers, and shoemakers, 
milliners and dyers, would 
all meet and be guided 
through the information the 
Model House gathered as to 
the trend of fashion, and so 
rid themselves of the domina- 
tion of the French in these 
matters. 


as 


HE third factor in this 
study of style is Paris— 
the source of all garment 
fashions for the world. So 

















ne 


He thought they should not aim at 
limiting the ideas of designers, even 
if that were possible, because in 
bulk, fashion shoes were good for 
the trade. However, if the present 
state of affairs was to be left to 
chance, it would be necessary to 
adjust their ideas as to what was 
gross profit on fashionable shoes, 
in view of the risks they ran regard- 
ing remainders.” 


NE of the very interesting things 
brought out in that meeting 
was that Great Britain had already 
established for all industries a 
clearing house of fashion informa- 
tion, and here is the platform on 
which the British Model House 
stands. It is an effort largely to 
develop a unity of British style in 
all garments. It is a_ protective 
measure to encourage merchants to 
work in common on great funda- 
mentals of style, so that there would 
be less wastage through errors 
made in fashion selection. Here is 
how it works: 
The British Model House had 


many buyers of shoes now 
make regular pilgrimages to Paris 
for style information and inspiration 
that it is universally agreed that 
the French designer is the true 
source not only of fashion in foot- 
wear, but of fashion in all gar- 
mentry. The English trade finds 
that their contact with Paris is so 
close that French fashion has a 
tremendous influence on everything 
made for fashionable wear in Eng- 
land. Eventually if the idea of 
directing style into channels of 
good taste and good selection con- 
tinues to be appreciated; then we 
will see a fashion Congress in foot- 
wear in Paris as a guide to the 
footwear fashions of the world. 
Informally we now have that 
very thing. The lighter colors of 
leather for the spring and summer 
of 1926 had Paris endorsement 
months before. In fact, one of the 
biggest operators of leather in 
England was in the American mar- 
kets as far back as October, and his 
purchases of American leather were 
well over the million dollar mark, 
because of his early information 


[CONTINUED ON PAGE 51] 
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The Inquiry: 

A store with a volume of a hun- 
dred thousand dollars and better, 
while getting a fair markup on 
men’s shoes, has been marking 
women’s shoes very closely, because 
the merchant has felt that it has 
been impossible for the store to sell 
women’s shoes in a grade higher 
than $7.50. After furnishing con- 
siderable confidential information, 
the question has been asked: Can 
I sell women’s shoes in my store at 
$8 and $8.50, get a better markup, 
and make a more tangible and sat- 
isfactory profit in this department? 


The Answer: 


HE results of the 1925 survey 
of members’ stores, made by 
the National Retail Shoe Deal- 
ers’ Association, are worth the care- 
ful study of every shoe merchant in 
the United States. One of the most 
important parts of the report, in my 
judgment, is the section which com- 
ments on gross margin, stock turn 
and sales volume. Abbreviating this 
section, I quote as follows: 
“The questions of stock turn 


BOOT AND SHOE RECORDER 


TELL- U-HOW 


A Boot and Shoe Recorder Department 
in which will be found the solution of 
merchandising problems submitted by 
merchants to O. K. Johnson, Associate 


Editor of Merchandising Practice 





business is the controlling factor in 
the situation which the above quota- 
tion describes. Size of business is 
not a cause but a result. It is the 
result of business ability and mer- 
chandising skill operating on correct 
business principles and following 
correct procedure; and these factors 
are responsible, not only for building 
up big volume of sales, but also for 
increasing gross margin and stock 
turn—not to mention many other 
most desirable achievements. 


ET me apply this fact in your 
business. I submit that here is 
the most important conclusion for 
you to consider: Although it is prob- 
able that your business is not more 
than half as large as the average in 
the stores which the National Asso- 
ciation has found produce 35 per 
cent gross margin and a stock turn 
of two and a half, nevertheless there 
is no reason in the world why you 
cannot make a record that is just as 
good. 
So I ask you to look, first of all, to 
your markups. Your markups are 
just what you make them. The com- 





and gross margin are very 
much dependent on the volume 
of sales. It seems evident 
that the questions of average 


TABLE OF MARKUPS 


gross margin and annual stock Mark Shoes at t Per Cent 
turn have been solved if the $5.00 from $3.00 40 
volume of sales can be suffi- one a. ena = 
ciently increased. (And here . to 355 35.3 
comes the remark that most 6.00 from $3.60 40 | 
interests me.) In our opinion o 3. c 
shoe retailing should be cap- 6.50 —_ — = 
able of showing an average 7.00 Sven $4.20 40 
gross margin of about 35 per to 4.45 36.4 
cent on sales price and an an- 7.50 from $4.50 40 
nual stock turn of approxi- oes PR sae = 
mately two and a half times. : to 5.05 36.8 
It will be observed, however, 8.50 from $5.10 40 
that these rates were only to 5.35 37 
reached by those stores hav- 9.00 = os » . 
ing net sales of over $250,- 9.50 pe $5.70 40° 
000.” to 5.95 37.3 
This is the point I want to 10.00 from $6.00 40 
to 6.2 37.5 


make: I do not believe that 
the element of mere size of 








When They Markup Will Be 
Cos 















petition in your community is not 
the sort that will limit your mark- 
ups in any way, as long as you keep 
within the bounds of reason, and 
that you will want to do, of course. 
But I am urging that you put your 
markups at a point which will assure 
you a satisfactory gross margin. 
Take your expense percentage, add 
enough to bring your advertising 
percentage up to 5 per cent, add 5 or 
6 per cent for your desired net profit 
and put your markup up to cover it 
all. I would also include 2 or 3 per 
cent to cover the possibilities of oc- 
casional losses or failures to keep 
your business stepping along in all 
departments quite as rapidly as you 
had hoped. The result will be a 
figure probably approaching 40 per 
cent; at least somewhere between 35 
and 40 per cent. And that is the 
figure which represents the safe per- 
centage on which to endeavor to do 
business. 

Don’t forget that many shoe stores 
are today marking all their merchan- 
dise up as close to 40 per cent as 
they can. In a store like yours, with 
a fine general family shoe business 

developing nicely in the men’s, 
1 women’s and children’s de- 
partments, a safe proceeding 
is to keep the markups aver- 
aging better than 35 per cent. 

The chart which is shown 
on this page will suggest for 
your consideration a series of 
prices which I believe it is 
wise to place upon your mer- 
chandise. If you approve the 
markup percentages as cor- 
rect for your business, you 
will find this chart convenient 
to use in determining the 
prices to put on incoming 
goods. 

It is my opinion that you 
will find your -store will sell 
just as many pairs of women’s 
shoes, perhaps more pairs, 
with a 40 per cent markup 
than with the much lower 
markup which you have been 
using. 
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How to Create Good Newspaper 
Advertising 


(Having discussed the reasons for 
good layouts, the proper shapes of 
advertisements and the logical posi- 
tion in which to show merchandise, 
Mr. Prather now passes on to a dis- 
cussion of the complete advertise- 
ment.—ED. NOTE.) 


The “Catch Line” or News Head 


N writing a headline for your 
[ seertisemen you should study 

the reading habits of people. Re- 
member that the average reader is 
in a hurry and that he does not want 
to read advertisements. What does 
his eye seek when he unfolds his 
newspaper? News! That’s it. 
News! Then make your headline a 
news head. 

Study the news heads of the 
papers. Every one of them is a brief 
statement of the news to follow. It 
is true that most newspapers deal in 
sensationalism. Their heads are 
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be damty comfortable, 
popular style is now An ge 
in genuine white kidskip of 
Chisholm extra value. You'll 
love to wear it all summer 
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Third of a Series 


By R. L. Prather 


glaring and loud. You must avoid 
that sort of thing. But your head- 
line must get attention. 

What are people most interested 
in when they read an advertisement? 
Is it style? Price? Fit? Service? 
Quality? Or beauty? Give them 
what they want. Make your catch- 
line stand out in a manner that will 
get instant acceptance. When peo- 
ple look through a paper they are 
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MUSE’S 
VARSITY 


the good looking shoe 
made just for boys 
—and it’s only 







quarte 
S—rubber heels attached 


$ In Boys’ Sizes—10 to 1314 
4 1 to 5% 


Muse's 


PEACHTREE s WALTON - BROAD 





PS 


june 20 «| FATHERS DAY! Remember father with 
the things he needs' He has always provided for others 
end forgotten himself Note the things he would like to 
have—ties, shirts, sox, shoes, suits—and surprise him June 
20 = Each gift in a beautiful Muse box! 

















Three excellent examples of points made by Mr. Prather in this article. 
with the name woven into it and yet not so prominently as to detract from what the merchant has to sell- 
There is a well displayed shoe, well displayed price, address and a postscript which, also, has been made part 
of the border. The middle advertisement is a good example of newsiness: 


hunting for “news.” If they find it 
in an advertisement they will read 
it. If it is dull, ordinary, common- 
place, they will pass it by. 

You might say in a_ headline: 
“Fine shoes sold here.” You may as 
well say: “It’s fine weather today.” 
It means just as much to the reader. 
He is not interested in things that 
he knows all about and hears all 
about forty times a day. Avoid the 
use of the commonplace. 


F you have a new style, pattern, 

leather, color, heel, toe or an un- 
usual price, say it! Tell the world! 
Give them semething that their in- 
quiring minds will hitch on to. Here 
are some good headlines from recent 
shoe ads: “Patents are popular!” 
That is news. “Shark Skin—the new- 
est leather.” More news. “Lower 
heels coming in.” That is real news 
to women. “Light weight shoes for 
men.” “Summer shoes are lighter.” 
“The new tan is here.” ‘Toes are 
narrower for men.” All these head- 
lines convey something to the reader. 
Study your shoes. What is there 


Ve 
ue) 
New Shoes for the Graduate 


When the time actually comes to step up and 
receive that diploma one 1s mighty conscious of 
how one’s Shoes look So many high school 
graduates are choosing their Footwear here to hr 
sure that it will pass the test of approval. 





His Oxford Her Slipper 
is Black is White 
ht w of whne kid vouth 


Por black looks best with fully simple - ws only 
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a wat fla bow 
of white hid Other white 
built om smart collegiate ered Sttppers 
lines, and s0 comfortabie' equally f 


Walk-Over 


20 N. Third Street 











On the left is an attractive border 


“Here’s the newest shoe for boys.” 


Note, also, how skillfully the postscript has been used—to sell merchandise accessories for a specific occasion. 
The advertisement on the extreme right is not so much an attempt to sell specific merchandise as it is an 
attempt to interest a definite class in footwear for a specific occasion. Consequently, the merchant has chosen 
to pitcure the class of people to whom he is addressing his message, rather than the merchandise which he 
expects to sell 
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about them that will make people 
want them? Find that point and 
declare it to the public. 


AKE your headline as much as 
y possible like the newspaper 
headline, without making it sensa- 
tional. Use the same type style. 
That is to say, make the headline 
larger than the body of the adver- 
tisement. Keep the contrast quite 
marked. In a small ad, say 2 x 6 
inches, the headline type should be at 
least 24 points, or of the size shown 
in Diagram No. 6. The body of the 
advertisement should be 12 points, 
or as shown in the same diagram. 
That gives a contrast in size suffi- 
cient to make the headline stand 
out boldly. 

We call your attention particu- 
larly to the spacing of the headline. 
It must not crowd over against the 
sides of the border, nor be placed too 
close to the shoe cut. A quarter of 
an inch should always be given as 
proper spacing between the cut and 
the headline. The margin between 
the headline and the sides of the ad- 
vertisement should be at least one- 
half inch. 


The Detailed “News” of the Shoe 


The body of the ad, the text, 
should be spaced at least a quarter 
of an inch below the headline. Don’t 
crowd your ad. White space is very 
necessary to its balance and reading 
quality. 

Preserve the oblong shape in the 
spacing of the type matter. Keep a 
lot of white space all around it. In 
Diagram No. 4 we have tried to in- 
dicate a proper balance of “type 
masses.” 

We call the opening paragraph 
that appears immediately below the 
headline the “News Item” or intro- 
ductory. Once more we refer you to 
the reading habits of the people. 
The newspapers have educated them 
to look for a brief outline of the 
news in the first paragraph. You 
should make that first paragraph tell 
the news of your shoe offering in as 
few words as possible. Then further 
down in the copy give them the 
details, just as the newspaper does. 


AVING told them about the 
| shoe, the next thing is to sat- 
isfy their natural desire to know 
what it costs. Tell them boldly! 
Bring the price out in the same 
sized type as the headline. An of- 


fering of shoes that does not quote 
the price is a waste. You may get 
a person ever so interested in your 
shoe, but if you fail to tell them the 
price you lose the interest you have 
People will not come to 


created. 
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Open Evenings Until 8:30 
Saturday Until 10 








Sure- 
Fitting Shoes 


Above all else Becker 
Shoes must fit correctly 
—for shoes that really 
fit give more comfort 
and longer wear. Becker. 
shoes look better, too, 
and the low price be- 
speaks genuine econ- 
omy. 


$5.50 to $8.50 





209 Gratiot—Opposite 
Crowley-Milner 











Another well displayed shoe 

with an interesting message 

and a choice of prices which 

is designed to hit the larg- 

est possible number of 
people 


your store just to find out the price 
of that shoe! Not much! They may 
wonder about it for a few minutes 
and then proceed to forget all 
about it. 

It is a good idea to include in the 
copy a mention of other prices. For 
example, if you mention $10 as the 
price, say that you have other shoes 
at $9, $8.50, etc. That will assure 
the person who reads the ad that you 
are not an exclusive $10 store. 


The Postscript or Foot Note 


A good place for this additional 
mention of other prices is in what 
we call the “postscript.” Right at 
the bottom, just over your signature, 
is the place for the “Last Word.” In 
that closing paragraph you can say 
something that will leave a good 
taste in the mouth. Tell the reader 
about your service, how you fit 
shoes, what your general policy is, 
what you are doing for the public, 
and what you aim to do. Good-will 
is a fine thing. (Further along in 
this series we are attempting to give 
you some ideas for selling the store 
along with the shoes.) 







The “Signature” of the Store 


We now come to the matter of 
signature. The name of the store, 
or the proprietor, should be as prom- 
inently displayed as the headline. 
The best ads always set the name in 
the same size of type as the head- 
line. Fancy signatures, script type 
or unusual lettering, is not always 
a good thing at the bottom of an ad. 
Unless skillfully done, it has a ten- 
dency to interfere with the text, to 
pull the eye away from the main 
subject. 

If, however, you have been using 
a script signature and have estab- 
lished it as a sort of trademark, it 
is well to continue its use. But do 
not begin it unless you follow 
through. One good method of using 
the script signature is to work it 
into the border design. ‘Some very 
striking borders have been made 
with the name of the store as a part 
of the design. 


Importance of Giving the Location 


Many authorities agree that the 
location of the store should be given 
at the bottom of every advertise- 
ment. Some say that not only the 
location on the street should be used, 
but that the name of the town or 
city also be given. We agree with 
all that. A merchant may say: “Oh, 
everybody knows this store and 
where it is located.” That is a mis- 
take. Everybody does not. There 
are many strangers who read an ad- 
vertisement. Many out of town peo- 
ple who have never been on your 
street, or in your town, for that 
matter. 


HERE is nothing quite so disap- 

pointing as to read an interest- 
ing advertisement, decide that you 
would like to buy the article offered 
and then find that you do not know 
where to find it. 

There are hundreds of “Boot 
Shops,” ‘“Booteries” and the like. 
There are many “Smiths” and 
“Joneses.” But there can be but one 
booterie at the corner of Fifth and 
Main Streets, in Smithsburg, Ind. 

Tell the public where you are. 
Give them specific instructions just 
how to get to your store, especially 
if you are on a side street, a little 
way off the main thoroughfare. Tell 
them in what city or town you are 
located. There may be a store with 
a name similar to yours in another 
town not far away. You cannot af- 
ford to do any advertising for him. 

Many a stranger arrives in a city 
needing shoes. He may have had an 
accident en route. His shoes may 
suddenly develop a hole in the sole. 
He wants shoes. He may be reading 


[CONTINUED ON PAGE 55] 
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THE RECORDER CREED: Getting 
More Shoes Sold Right; not only “more” 
but “right”; sold for the right purpose, 
to the right wearer, in the right fitting, 
for the right price, at the right profit. 
This is the great grt of the retail 
shoe merchants. The chief purpose of 
“The Boot and Shoe Recorder” is to help 
solve it; for this is the basic problem 
upon which depends the progress of the 
entire allied industries relating to shoes 
= leather, their production and distri- 

ution. 








What Does the Public Think? 


ND so you have been having a clearance sale? 
How did it come out? Did you make any 
money out of it? No? Well, what did you accom- 
plish? Oh! You “got rid of 2000 pairs of shoes,” 
did you? Why did you want to “get rid” of them? 
Shoes no good? But your advertisement said they 
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dous difference this year. 
colors with hosiery added to the salability, but not- 
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were “new, stylish, seasonable, high grade” and 
all that. Why, then, did you want to be “rid” of 
them? Oh! It was an accumulation of odds and 
ends, broken sizes and discontinued lines. Well, 
well. That’s tough. An accumulation of that kind 
is not so good. How come you had so many? Two 
thousand pairs is a lot of shoes. Did you buy too 
many, or did you fail to merchandise them right? 

What do you mean by odds and ends? Oh! End 
sizes, eh? Narrow widths in twos, twos-and-a 
half and threes, triple A, and some big sizes in 
AA. Didn’t you have any middle sizes? All 
cleaned up, eh? Then you must have had a funny 
looking size sheet. Mostly narrow widths and end 
sizes. You must have had a hard time fitting 
some of them. Didn’t your customers kick a lot? 
Your regular customers did not buy them very 
strongly! Maybet the people who came in to your 
sale were strangers who never come to your store 
except at sale time. Where were your regular 
customers during the sale? Where were they buy- 
ing? 

When did you have a sale last? In January, 
eh? Only six months ago. Did you have as big a 
sale then as now? What? You got rid of just as 
many at your January sale! Goodness! You must 
be fond of this business of getting rid of shoes! 
Was your January sale pretty much the same as 
your July sale? Oh, it was, eh? Well, didn’t you 
remember your January sale when you bought 
your shoes for this summer? How come you 
bought the same sizes and widths that you had to 
get rid of last January? Did you forget all those 
narrow widths and end sizes? 

What do you suppose the people are saying about 
your sale? You know it is not so much what they 
say to you as what they say about you that counts. Do 
you suppose any of them are asking themselves why 
it was they paid you twelve-fifty on June 30 and on 
July 1 could have bought the same shoes for seven 
ninety? One day does not make so much difference in 
prices in some of the trades. It may be that some of 
the people are saying that if you can sell such won- 
derful shoes at seven ninety you must have been get- 
ting four sixty too much for them in the first place. 


A Lesson on Whites 


E learn by experience that merchandising 
timidity this season ruined a real opportunity 
for profits. 

No shoe in the world is more suited to the sea- 
sonable weather of July and August than white 
footwear. If it were only for the purpose of keep- 
ing in tune with the season, white should be made 
a regular division of shoe store merchandising 
every year—any other factor notwithstanding. 

It is granted that the light colors made a tremen- 
The blending of these 
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withstanding many pairs of whites have been sold, 
but not with the profitable distribution expected. 
Whites weré sacrificed this year to the insatiable 
hunger of the bargain tables for something to sell 
at a price in July and August. Whites deserve a 
better place than the bargain table in these months. 
They should be the regular profit makers of July 
and August. 

Now is the time to profit by the experience of 
this season in making records and declaring inten- 
tions for a well organized white season for next 
year. If the same unanimity of presentation of 
whites could be made nationally in June, July and 
August and emphasis placed upon them in windows 
and in publicity, then the trade will find to its de- 
light a real profit in whites. 

Perhaps an excuse can be given that the back- 
wardness of the season threw whites into August 
clearances, notwithstanding the desire of mer- 
chants to move them in June and July. As time 
progresses we are learning the power of the trade 
itself to influence demand. If merchants select 
millions of pairs of a certain shoe in good faith, it 
is up to them to stimulate a market at a profit. No 
shoe ever had a more logical place in the summer 
season than whites, and we make this prediction 
after the lean crop of profits of 1926 there will 
come a bumper white profit in 1927. After the ebb 
and flow of natural demand the woman who says 
to herself, ““My, I didn’t have a pair of white shoes 
this year” carries something of that thought over 
to the next season. 

The same holds true of white dresses. A season 
without them stimulates a desire for them the 
next year. One very prominent shoe merchant al- 
ways makes it a rule after his clearances are over 
to gather his salespeople into a meeting and say, 
“Now boys, where did we muff it? What lessons 
are we to learn this season that will help us next? 
Let’s write it down in the record book so that we 
can refer to it when we are in the market next 
year for these goods.” 

Let us learn by the experience of ’26 that women 
were denied their white 
shoes by some trick of 
weather or fashion, and 
that by that token their 
wants will be supplied next 
year. 





There is a world of wis- 
dom in the RECORDER creed 
that you will find each week 
at the masthead of this 
paper. Let us for fall try 
te get more shoes sold 
right. 

A sale is not a sale un- 
til the customer is satis- 
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Time for survey of your business horizon— 
fied. each peak made profitable. 


Healthier Profit Needed 


VERY significant statement comes from the 
National Industrial Conference Board of New 
York, as follows: “Indications are that less of the 
consumer’s dollar is going into manufacturing 
profit now than has been the case at any time since 
the war, with the exception of the critical year, 
1921.” 

The shoe industry has been no exception to 
that rule. It is one of the very serious problems 
of the near future. The report further says, “In 
1919 out of every dollar of manufacturer’s gross 
receipts 9.28 cents represents net income, whereas 
the net income amounted to only 6.35 cents per dol- 
lar of gross receipts in 1923” and the scale has 
diminished since that date. 

Higher wages and a practically staple price level 
has not left much leeway to the manufacturer to 
increase his margin of profit during the last two 
years. We have indicated from time to time how 
lean the net profits are in retailing. These net 
income figures of the manufacturer are very 
significant, for they are even less than that, because 
the manufacturer has to pay income and profit 
taxes out of “net” every year. “ * 

It is surprising to note the tenacity with which 
even sick businesses cling to life. There are man- 
ufacturing concerns which, for a period of five 
years, have shown no annual reports, except “in 
red.” They feed on the reserves of the past and 
on banking loans. The time comes, however, when 
the debts are so overwhelming that they cannot 
further continue. That explains much of the 
deferred mortality. Many a manufacturing con- 
cern would have been better off to have quit five 
years ago, if it could have been done, but a busi- 
ness concern like a human life, lingers on in the 
hope of convalescence, and later profitable health. 

It is extremely unfortunate that as useful an 
industry as the shoe trade should be a continuing 
sufferer, due to lean profits. The shoe merchant 
himself has had so much of it that he can well 
sympathize with the manu- 
facturer who has been un- 
fortunate over a period of 
years. 

We are hopeful of a fall 
season at a little better re- 
tail profit, because upon 
that depends the health and 
prosperity of the entire in- 
dustry. If the merchant 
can by the service he ren- 
ders get a little healthier 
profit, it will do its bit in 
making the industry at 
large more safe and sound 
for a future of greater use- 
fulness. 
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New Name Wanted for 
“Shoe Clerks 


The Shoe Salesman Should Dignify His Calling 


By Uncle Dudley 






time we were finding a new 


N 


iF s|T seems to me that it is about 


i) MB name for ourselves. I hate to 
MAILS) be called a “shoe clerk.” Not 

that I am so proud or haughty, 
or any of that, but I believe that a man 
who tries to do something well should 
dignify his calling. Some shoe salesmen 
speak of themselves as “shoe dogs,” or 
some other slangy expression. I don’t 
like it. 

Plumbers now call themselves “sanitary 
engineers.” The electricians are to be 
known as “electragists.” Undertakers are 
“morticians.” All that may look like 
applesauce but I like it. The plumbers, 
no doubt, got tired of being kidded and 
hunted for a way to stop the funny papers 
and cartoonists from ragging them. It 
looks like good dope to me. Imagine get- 
ting fresh with a “sanitary engineer!” 


NCE in a while I meet up with a fel- 
low who calls himself an orthopedic 
specialist or an orthopractic graduate. 
That sounds better than “shoe dog” or 
“clerk,” don’t it? 
To my way of thinking a man is taken 
at his own estimation, pretty largely. If 
he calls himself “professor” most people 
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will follow suit. If he names himself by 
some high falutin’ title the chances are 
that most everybody will do the same. 


WISH we could take this thing of sell- 
I ing, or rather fitting, a little more 
seriously. When the boss speaks of his 
“clerks” he puts a valuation on them that 
rates his store as a poor sort of place. 
When he callg them his “salespeople” he 
elevates the whole store. 

Maybe some bright boy or girl in our 
ranks will find just the word that will fill 
the bill. I am going to offer a little prize 
for a name. Right out of my own little 
old bank roll I am going to take a bright 
new bill and stick it up in the RECORDER 
office as a reward for the name that will 
mean “shoe clerk” but that will sound bet- 
ter. What do you say, boys and girls. 
Are you on? 

Shall we have a name contest? If you 
have a name to offer send it to me in 
care of the BooT AND SHOE RECORDER. 
The editor will file all the names submitted 
until everybody quits sending them in. 
Then he will select a committee to pick 
out the best one. 

Come on, fellers and gals! Let’s go! 
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The Helping Hand Extended By 


Repair Departments 


HEN men who make a busi- 
We of fixing up worn out 
shoes decide that they are 
not cobblers, that they are not shoe 
repairers, but business men who are 


performing a real service to a com- 
munity, then their establishment 


takes on an air of progressiveness 
and bankers send their scouts around 
to get such a concern’s profitable ac- 
count. 

Such is the case with Saad Bros., 
of Spokane, Wash., at least. 

After spending sixteen years in 


Saad Bros. of Spokane, Begin as a 
Repair Shop and End Up With a 
Regular Shoe Store. 








giving the people of Spokane extra 
good repair service and building 
them custom shoes, the brothers felt 
that they could serve the people bet- 
ter by fitting them with shoes from 
stock, than in making shoes to order. 
This was tried out in a rather mod- 
est way at first. When it was found 


that the public response was better 
than was at first anticipated, the 
matter of carrying shoes was care- 
fully studied. What kinds and grades 
to start with is always a problem in 
opening a new store. Paul Saad be- 
lieved the volume could be done by 
appealing to those who had young 
feet and those who wanted to keep 
their feet young, so he concentrated 
on snappy patterns at medium prices 
for the young folks, male and female, 
and Glove Grips for his better trade. 


This past year the store spent $15,- 
000 in just fixing up the place. 
Photographs show how well the job 
was done. It is a light, airy corner 
room, painted in French gray with 
blue trimmings. There are twenty 
chairs, half of which are usually 
filled with waiting customers from 
the “Service Station.” Shoes have 
ample display space as there are some 
sixty running feet of show windows. 
Nine white collared repair men in 
their clean shop coats are kept busy, 
and so are the four shoe salesmen, 
for that matter. The usual repair 
shop odor is eliminated, for an air 
cooling system that cost $800 to in- 
stall, changes the air every minute. 

This is a brief story of a place 
that never was a cobbling shop, of a 
business that prospered through 
service. 


There are twenty chairs in this store 
of Saad Brothers, about half of which 
are usually filled with people waiting 
to have repair work done. The rest 
are buying shoes. The store room is 
light and airy, decorated in French 
gray trimmed with blue. There are 
nine repairmen and four retail shoe 
salesmen. 














A New Inventory Wrinkle 


Here’s a Merchant Who Takes It at Its Retail 
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Value Instead of at Cost and Then Checks 
Against Actual Stock on Hand 


OU never can 
tell what you’ll 
get in this 


world. For example, 
I went into an ex- 
tremely “fluffy ruf- 
fles’”’ woman’s shoe 
store in Seattle, ex- 
pecting to get a high 
style story, or one on 
the aesthetic value of 
a purple spot light on 
a blue silk window 
curtain when the 
floor is covered with 
orchid silk, and came 
out with a flock of 
reasons why a shoe 
merchant should car- 
ry his merchandise 
inventory at retail 
prices. Just like go- ' 
ing into a Chocolate 
Shoppe expecting to 
buy a Gedunk sundae 
and getting corned 
beef and cabbage. Here’s the c. b. & c. 
as served by Frank P. Shockley: 
“The budget system that we use in 
purchasing and regulating our ex- 
penses is about the same as is gener- 
ally used. As many pairs of shoes 
are ordered for the coming month as 
were sold the corresponding month 
of a year ago, with present condi- 
tions taken into consideration. That 
doés not need any explaining. I do 
not see how a merchant can go very 
far wrong if he budgets his buying 
with ordinary intelligence and keeps 
his expenses down in proportion to 
the volume of business he is doing. 


sé NE thing we do, however, that 

is not generally done, is to car- 
ry our stock at retail prices. This, to 
my mind, is not only the most accur- 
ate way of keeping track of the busi- 
ness, but saves considerable book- 
keeping. There is no laborious tak- 
ing of costs of each article as it is 
sold. After shoes, or any merchan- 
dise, goes into stock the cost of that 
particular article is lost, as only the 
cost of the entire stock is considered. 





By Harry R. Terhune 


Interior of Shockley’s, Inc., Seattle, Wash. 


It is the average that counts, not the 
individual cost and selling prices. 
This cost is the correct retail valua- 
tion at the present moment. By this 
method there is no chance of getting 
overloaded; nor is there any waiting 
for a six-month inventory to find 
out how each department is doing. 

“In this store six main divisions 
are used, with shoes also subdivided 
as follows: 


“No. 1 Women’s shoes 
A—High heels 


B—Low heels 
C—Oxfords 
D—Modease 
E—Evening slippers 
F—Boudoir 


“No. 2 Hosiery 
“No. 3 Handkerchiefs 
“No. 4 Buckles 
“No. 5 Rubbers 
“No. 6 Miscellaneous. 


“Of course a store can make 
whatever subdivisions it considers 
necessary, but remember that every- 
thing in the house is entered at re- 
tail price, so if any heel liners, laces, 





etc., are given away, 
a sales slip must 
be made out, and the 
amount given away 
must be charged off. 
In cases of discounts 
allowed to customers 
or sales made to em- 
ployees at cost, the 
full retail price must 
be entered on the 
sales slip and the dif- 
ference charged 
through the ledger to 
the Discount Allow- 
ance Account. 

“To start keeping 
the records at retail 
price, it is first neces- 
sary to take an inven- 
tory at both cost and 
retail prices. This 
is how the No. 1 de- 
partment figures for 
the month of July 
would look: 

Per Cent 
Cost Retail Mark-up 
Inventory ..... $3,000 $4,500 33% 
Purchases - 1,000 2,000 50 


$4,000 $6,500 38.4 
1,540 2,500 


$2,460 * 


66 Y adding the purchases to the 

inventory at cost, as of July 1, 
gives $4000, or a total retail value of 
$6500. The mark-up is $2500, or 
38.4 per cent. This is the actual per 
cent of mark-up for the month. Now 
multiply this 38.4 per cent by sales 
for the month, $2500, and it shows a 
dollar mark-up of $960. The differ- 
ence between $960 and $2500 is $1540 
the cost of merchandise sold. Sub- 
tract that from the cost of $4000 and 
the net inventory at cost as of Aug- 
ust 1 will be $2460. The following 
month’s figures are arrived at by the 
same method. The same procedure 
is followed in all six departments 
and totaled for the month. This in- 
ventory should tally to a penny with 
the one taken from the shelves. A 
mark-up and a mark-down book, 


[CONTINUED ON PAGE 55] 








Month sales... 
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Lshard Window 























Sidewalk 


Showing the arrangement of shoes, display fixtures and merchandise accessories in the window described in this 
article. The larger ovals represent display stands and tables. Smaller ovals represent pairs of shoes. Group No. 
1 starts just at the left of the entrance and ends with the hosiery display. Group No. 2 includes everything to the 
left as far as the vase and the buckle display in the angle of the window foreground. Group No. 3 goes half way 


for with shoes a really fas- 
cinating window can be cre- 
ated. I have made a study of how 
shoes can be shown in the most at- 
tractive manner, and it is surpris- 
ing the many phases that enter into 
a really beautiful shoe window. 
The most potent salesmen in a 
retail establishment are the win- 
dows, because merchandise is 
shown in pictorial fashion, en- 
chantingly and charmingly. Pic- 
torial, because to the eye every- 
thing is a picture, and as the say- 
ing goes, “A picture is worth ten 
thousand words.” A good display 
is magnetic. The display man’s art 
is to create a desire to buy. Dis- 
plays are either attractive or re- 
pulsive, and the degree of either is 
what halts the public or bids them 
hasten on. 
What constitutes a good shoe 
window? There is one word that 


Sie: windows are my specialty, 


applies to the practice of every art; 
if the full emphasis of that word is 
applied there will be no distrac- 
tion. That word is “balance.” Bal- 


from there to the front end of the window. Group No. 4 takes in the balance of the trim. 


How I Plan My Window Trims 


By E. R. Schmidt 








The author is display manager of 

the Knight Shoe Co., Portland, Ore., 

and a member of the International 
Association of Display Men. 








ance in essentials, in minor details, 
is everything that makes a good 
shoe window. 

(Now let Schmidt take you, step 
by step, into the actual trimming of 
a window—Ed. Note.) 


IRST, let us consider the back- 

ground which should always be 
rich, but not gaudy. Fine papers, 
soft hangings, paintings for spe- 
cialty displays. Then there is Lin- 
crusta and Anaglypta which may be 
employed for a most aristocratic 
background. For example, either 
of the latter in striking designs, 
colored in Van Dyck brown, high 
lighted in a dull or Roman gold, 
make a very fine background for 
shoes. Wood work to _ balance 
should be dark mahogany or wal- 
nut. This background we shall 





choose for the window we are go- 
ing to trim. 

An idea of how the display will 
look in general should be thor- 
oughly worked out before a move is 
made. The real fun in displaying 
is to draw a mental picture, then 
set to work making it a reality. A 
far more striking window will be 
produced than if trimmed in a hit 
or miss fashion. Group display, 
trimming in units, is the preferred 
method of showing merchandise 
and if properly arranged is far 
more impressive than hashed win- 
dows. 

Now to arrange the display. Of 
course the window glass will be 
without blemish, the floors spotless 
and the fixtures clean. We are go- 
ing to display fifty pairs of ladies’ 
formal daytime footwear, eight 
pairs of hose, a variety of colored 
ties and a selection of buckles on 
80 sq. ft. of floor space that is L- 
shaped. To give life to the window 
let us take a vase full of bullrushes, 
setting it where it will give the 
most weight to the trim. (See 
{CONTINUED ON PAGE 54] 
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Editorial-ettes Are Good Ads 
for Shoe Merchants 


Tuck One into the Corner of Each Advertisement 


| P goes the guard of the sus- 
pecting pedestrian when the 
thought strikes him that he 

is being “sold.” A merchant ought 
to get more than merchandise into 
his advertising because it takes 
more than merchandise to actually 
make a sale. An advertisement 
ought to have something in it to in- 
terest everybody whose eye it hits. 
It may truthfully be said that no 
man can avoid advertisements dur- 
ing a single waking hour. In the 
morning he looks at the calendar to 
see the date and is advised to buy 
something immediately. He looks 
out the window at the weather to 
determine whether to wear the low 
ones or the high ones and his eye 
hits a gift thermometer caution- 
ing him against imitations. He 
sits down to breakfast and his 
favorite paper to busy himself in 
picking out the news from the what- 
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When you put a shoe on you 
proceed to give it some really 
hard work. From eight to ten 
thousand steps a day with a one 
to two hundred pound weight at 
every step. A soaking one day, 
blistering heat the next. Con- 
stant bending back and forth 
pulling on stitches, soles and 
heels. One week, two weeks, one 
month, two months the wear 
piles up. At the end of six 
months most folk feel they’ve 
gotten their money’s worth out 
of a shoe and discard it. But it 
isn’t necessary to do this if the 
shoe is a good one to start with. 
It takes six months to judge our 
shoes. At the end of that time 
can you remember the place you 
bought your shoes? One ought 
to. One gets more value and 
satisfaction out of buying at the 
same shoe store year after year. 
A store learns what is best for 
one’s feet, and it makes the whole 
process easy. Try it. 


WHAT FOR? 


A rather personal question 
when it comes to asking it about 
one’s clothing. But, in shoes, it’s 
the question. It may be answered 
in various ways: “For hard 
work,” “to wear in wet weather,” 
“for a dance,” “for a formal wed- 
ding,” “for tired feet,” etc. It’s 
easy, and it may make all the 
difference in the world in the 
satisfaction you derive from your 
purchase. Some leather stands 
moisture better than others; some 
leather will “give”: more than 
others; some feet need flexible 
arches, some stiff. Our experi- 
ence of years is concentrated on 
giving you the shoe best adapted 
to the use you intend putting it 
to. Therefore when we fit your 
foot we stand squarely back of 
the shoe you get. It pleases you, 
or we replace it—and in this lat- 
ter case we ask no questions. 





Seema 


to-eat and what-to-wear advertise- 
ments. He encounters on his way 
to the train a modern master in oils 
on a billboard suggesting that he, 
too, walk a mile. On board train 
he lifts up his head to rest his eyes 
from the jiggling print and instead 
of rest finds an admonition to pur- 
chase any and all of a dozen. and 
more articles. When he alights 
from the train he is met by a news- 
boy advertising half a dozen brands 
of journalism, one of which he car- 
ries under his arm, thus showing he 
is plentifully supplied. And fe be- 
comes so accustomed to being ap- 
proached to buy about everything 
known to the human family that 
very little immediate effect is felt 
from it, unless he happens to be in 
the market. 

Absence of demand cuts down 
much of the effectiveness of adver- 


- tising. An advertisement selling 


everybody whom it is supposed to 


would cause a good deal of distress 
to the advertising merchant who 
might find it hard to fill if not to 
finance the demand. 

Advertising seems to take too 
much into consideration the propo- 
sition of competition and too little 
into consideration the state of mind 
of the reader of the advertisement. 
Superlatives are going out of fash- 
ion in advertising. The intelligence 
of the prospective buyer is being 
consulted more and more. A man 
may not need a pair of evening 
shoes at the time he reads one’s 
evening shoe advertisement, but his 
mind may be open to a new angle 
on the service his shoe store offers. 
Therefore put into each advertise- 
ment something that one feels 
ought to be told to everyone about 
the business or store. 

There is an opportunity of creat- 
ing future business in this manner 
and of developing a first rate un- 
derstanding of one’s store. Edi- 
torial-ettes are not something extra 
to spend money on; they do not.rob 
any space that might be better used; 


THE MAN WHO WAITS 


Mostly the salesperson’s story 
is never heard. He is usually 
too busy with other people’s trou- 
bles to raise his voice. Service 
becomes second nature with him. 
He has seen thousands of feet, 
and may be in a position to im- 
part some helpful information 
gathered during years of study. 

Mostly everybody likes to deal 
with those in whom they can 
place confidence. Efficiency makes 
it easy for the one who is buyin 
to get the best. There are many 
styles in a shoe store; it depends 
upon the ability of the salesman 
to bring out the right footwear 
for you. Time, trouble, expense, 
discomfort—we always aim to 
cut these things out in our store. 
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rather they exact a more scientific 
handling of the space already being 


used. x 
They are plainly necessary in 











ARE YOU FICKLE? 


I walked down the street in a 
town one day. I saw all kinds of 
prices on shoes that looked the 
same. A little while after I 
walked down the same street in 
the same town. The shops where 
prices were lowest first were 
highest then. I wondered. I 
wondered what the people thought 
of such fickle merchants. I 
thought no wonder people are 
fickle and never stick to one 
store. A fair price, fair treat- 


ment and dependability — those 
are the things that mean most 
to us after all. 
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THE DIPLOMA 


Who ever heard of a dress 
causing anyone to suffer extreme 
pain? Or a glove that made a 
person limp? Or a coat that 
caused corns? 

Nobody except the shoe sales- 
man can possibly make enemies 
by causing suffering. 

That’s why men spend years 
studying feet, and get a diploma 
for their knowledge of anatomy 
in order to fit shoes right. Think 
of this when buying your next 
pair. Go to a responsible shop 
where men trained to their work 
will take care of your needs. 

Then you'll enjoy your shoes. 
Otherwise you are taking a 
chance with a part of your anat- 
omy that can wreck the proper 
functioning of most every other 
member including your mind. A 
good shoe store, good shoes, good 
values and good feet. 
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these pages and give to an engraver 
or newspaper to make plates from 


> 










IN THIS STORE 
How do you feel about shoe 


stores? Do you dread buying 
and wearing new shoes? There’s 
no reason for it, yet there are 
plenty of men and women to this 
day who dread going into a shoe 
store. Fitting shoes is an art as 
well as a business. We want you 
who dread a new pair of shoes 
to let us show you it is an art. 
We have surprised many who 
thought they possessed an un- 
usual pair of feet. “Yes, but it 
costs too much,” some say. But 
a pair of shoes is just like any- 
thing else—worth just about what 
you pay for it, so there really 
isn’t any difference in cost after 
all. One might better have the 
best. 











view of the tremendous amount of 
skill which must be exercised in 
every fitting to keep customers’ feet 
normal and to restore to normalcy 
the feet which are already suffer- 
ing from indiscreet selection of 
footwear. 

Merchants in other lines of en- 
deavor are using exactly the same 
type of copy to develop confidence 
in their business houses. Every- 


where they are used one will find 
reports of this medium’s value in 
pointing out something helpful to 
readers. 


Everybody wants to be told 
something that is new to them. 
They may not admit it, but they do. 
The now-trite expression, “the first 
hundred years are the hardest” is 
just as good today as it ever was 
when it comes to putting a finger 
on most people’s aversion to giving 
proper thought to things which vi- 
tally affect their daily happiness 
and efficiency and pocketbook. 


On Use of Editorial-ettes 


In using these Editorial-ettes 
merely clip the illustrations from 








in a size suitable for the space al- 
loted to the idea. Set the copy in 
five to eight point type, using italic, 
perhaps, to set this text off from 
the rest of the advertisement. 

Here is a way to forget competi- 
tion by substituting something con- 
crete that will consider only the 
store itself. It will inject into the 


smother of prices and styles a bit 
of store personality that will bring 
folks to know one’s store better than 
another’s and people like to trade 
where they feel they know all about 
what is going on behind the scenes. 








International Accord 





that the parchment and blonde 
shades were a world fashion item. 
It is now a matter of record how 
tremendous the demand was in this 
country, and how it stimulated the 
sale of pairs of shoes, because of 
the color. Color was the great fac- 
tor. Pattern and price were in- 
cidental. 

It is only natural that progress 
should be made in the determina- 
tion of fashion and that these con- 
ferences in America and England, 
and informally in France, will, in 
the future, exert a great influence 
on the footwear fashions the world 
over. This may seem like painting 
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a pretty big picture of fashion con- 
trol, but it is not an arbitrary com- 
mand to each country to fall in line, 
but rather the voluntary selection 
of a good motif in dress, and the 
accord of many people of good taste 
with that selection. 

Then come the wholesome and 
natural selection by merchants of 
colors, materials and patterns that 
are in good taste and “in the 
feminine trend of fashion.” 

The functioning of style con- 
ferences in America, as well as how 
it will be in England, is based on 
guiding the merchant with infor- 
mation as to what well dressed 


on Style 






women the world over will want 
some months ahead. If it is pos- 
sible: by a voluntary study of style 
by the great leaders of industry in 
the important fashion countries of 
the world to eliminate some of the 
waste and expense of “errors of 
selection,” then indeed these super- 
fashion meetings are well worth 
while, and their guidance is a 
matter of moment to the smallest 
store in the smallest town. 

The old tools of “hunch and 
guess” as used by the shoe buyer 
of the past have given way to in- 
formation and knowledge based on 
fashion trends 
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_ The Far-Reaching Effects of a 


HO is to blame for this 
man’s sufferings? Was all 
this anguish, pain and 


mental as well as physical distress 
brought on by faulty shoe construc- 
tion or was it the result of mis- 
fitting? As a matter of fact could 
it be laid at the door of the shoe in- 
dustry in any of its branches, or 
was it all his own fault for expect- 
ing his feet to do more for him than 
nature intended? 

Undoubtedly there are certain 
natural laws which if learned and 
heeded will preserve health and 
strength of both mind and body, 
but these laws when disregarded 
will bring pain, suffering and oft- 
times death. 

This man as a pharmacist, should 
have known that he was violating 
the laws of nature by not allowing 
his feet to have an opportunity to 
rest so that the worn tissues could 
be rebuilt. In this respect. the fault 
was all his own; and the blame must 
rest on his own shoulders. But is 
the shoe industry entirely blame- 
less? 

Everybody who knows anything 
about human feet knows that the 
metatarsal arch is sensitive and al- 
ways gives way before the longi- 
tudinal becomes seriously affected. 
Modern shoe construction, except in 
occasional instances, takes little 
note of this important fact. 


ICK up nine shoes out of ten in 

the average store, lay a pencil or 
ruler on the shoe crosswise at the 
ball, and the only place it touches 
is in the center of the shoe. In 
other words, the shoe is “arched” 
downward instead of upward. Set 
a shoe flat on a table and squeeze 
a few drops of water from a sponge 
into it and see where the water 
goes. Usually the water will col- 
lect in the center of the shoe in- 
stead of running to the points 
where the inside ball and outer 
rim of the foot rest. 

The druggist mentioned in the 
clipping was a comparatively old 
man and had spent fifty-six years on 
his feet. Undoubtedly his work- 


Misfit Shoe 


By Earl C. Logan 











Fallen Arches Are 
Blamed in Death 


COLUMBUS, O., May 15.—(By A. P.) 

Fallen arches caused from long 
hours of standing and walking about 
his drug store, reatlted “in the death 
of Phillip J. Ackerman, seventy-one, 
prominent Columbus phermacy propri- 
etor today. 

Ackerman was forced to go to the 
hospital to receive treatment for fall- 
en arches three weeks ago, the first 
respite, he said, in fifty-six years as 
a pharmacist. Inflammation devel- 
oped folowed by gangrene and ampu- 
=" of his leg failed to save his 

e. 











With the above as his text, the 
author draws a moral for the en- 
tire industry 








day was long. There is some vin- 
dication in this fact but not all 
cases of arch trouble are with peo- 
ple of advanced age. Metatarsal 
trouble is prevalent among younger 
people as well. 


OME time ago, in a suburban 
store, a young man not over thirty 
years old, came in to have his feet 
examined. He is the manager of a 
5- and 10-cent store. His feet were 
giving him so much pain that he 
could not do his work—neither the 
mental nor physical part of it. The 
examination uncovered a bad case 
of metatarsal trouble, large heave 
callouses and an extreme sensitive- 
ness under the third and fourth 
metatarsal joints. His foot, with 
his weight on it, was one and one- 
half sizes longer than when meas- 
ured limp. Evidently this condi- 
tion had not been taken into ac- 
count by the salesman who sold him 
the shoes he was wearing as they 
were fitted two half sizes too short 
and were too wide at the heel. His 
great toe had worn out the lining 
and part of the box toe in the ex- 
treme front of the shoe, and his 
heel had worn out the lining in the 
counter. 
Now who was to blame for the 
crippled condition of this young 


man’s feet? Surely in this case 
age could not be given as a reason 
or even as an excuse. Possibly he 
had spent too many hours on his 
feet and had not given them enough 
time to rest, but it is evident that 
the weight of his body was not be- 
ing carried as nature intended it to 
be and that part of the trouble 
was chargeable to faulty construc- 
tion and fitting of his shoes—not 
alone to the one pair he was wear- 
ing but to that pair and the others 
he had been wearing since child- 
hood. 


ERE is the big point. The suc- 
cess of the shoe industry, the 
getting more pairs of shoes sold 
right, depends very largely upon the 
earning capacity of shoe wearers. 
Nature has provided the human 
race with pedal extremities which 
will function properly under nor- 
mal conditions. Just to the extent 
to which the feet are prevented 
from performing their natural func- 
tions to that extent is the efficiency 
of the individual impaired and di- 
minished and to that extent, also, 
is his earning capacity cut down. 

No man can do a full day’s work 
nor earn a full day’s pay with his 
mind concentrated on pains and 
aches in his feet instead of being 
concentrated on the work in hand. 

The pharmacist and the 5- and 
10-cent store manager mentioned 
above could buy more shoes for 
themselves and their families were 
their earning powers increased 
rather than diminished by footwear 
which would allow their feet to 
function properly. 

The shoe industry has a function 
far beyond merely making foot cov- 
erings. Its future success depends 
upon the extent to which it adds to 
the health, comfort and efficiency 
of shoe wearers. 

It will take a lot of scientific in- 
vestigation, research and education. 
Women’s shoes and children’s shoes 
are just as important in this con- 
sideration as are men’s. 
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One of the juvenile departments of the Wetherby-Kayser Shoe Co. over which Ralph N. Baker presides 


Juvenile Shoes—The Keystone 


Children’s Department the Real Foundation of the Shoe Business 


A 
mittee adopted the recommenda- 


tions of Ralph N. Baker on juvenile 
footwear without changing a word 


the recent convention of the 
California Shoe Retailers’ 
Association the style com- 


or offering an amendment. On the 
floor of the convention when the re- 
port was offered to the members, 
Mr. Baker’s recommendation were 
ratified with but slight alterations. 
and those of very minor character. 

Seldom does the work of an indi- 
vidual meet with such hearty in- 
dorsement. But then Ralph Baker 
is a shoe man who knows his job 
and the tribute paid him by the 
Californians was well deserved. 
Mr. Baker is responsible for the 
five juvenile departments of the 
Wetherby-Kayser Shoe Company 
operating in Los Angeles, Pasadena 
and Hollywood. 

In an interview with a BooT AND 
SHOE RECORDER representative he 
expressed the following sound opin- 
ions concerning children’s shoes: 

“The foundation of a retail shoe 
business is a children’s department 


in which the stock is carefully se- 
lected. The progressive retail shoe 
business today comprises three units: 


“Quality must be maintained,” 

says Mr. Baker, “to build a prof- 

itable business on_ children’s 
shoes” 


“Children’s, Women’s, Men’s. 

“Much has been written about 
the women’s and men’s business 
when in fact the children’s depart- 
ment is the keystone of the busi- 
ness. There is no reason why a 
good margin of profit should not be 
made on children’s shoes if the 
same careful consideration be given 
this junior department as is given 
women’s and men’s. 


CCQCYTYLE: Style of children’s 
shoes must be given the same 
consideration as that of women’s, as 
the style element is paramount today. 
“Service: The service and skill 
in selling children’s shoes requires 
salespeople who not only know 
their stock but who know the re- 
quirements of both child and par- 
ent. They must be eager to serve 
them in every respect. Only a few 
days ago a customer came to one 
of our children’s departments and 
proudly said: 
“*“My mother bought my baby 
shoes in this store and now I am 
buying my children’s shoes here!’ 
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Do you think she could be turned 
away from this store easily? This 
woman’s satisfaction means a cus- 
tomer rather than a sale. If every 
children’s shoe department could 
get this kind of customers they 
need never worry about sales. 

“We have special salespeople 
who fit children’s shoes according 
to doctor’s prescriptions, which may 
mean some alterations, such as the 
floating of soles or heels, and which 
require a salesperson who has spe- 
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cialized and studied this part of re- 
tailing shoes. 

“Quality: Quality must be main- 
tained to build a profitable business 
on children’s shoes. Price is any- 
body’s business, but a _ business 
built on quality is the keystone.” 

Mr. Baker hit the bull’s-eye when 
he said that quality must be main- 
tained. Shoe merchants are learn- 
ing that grading down in quality 
to meet price competition is ruin- 
ous to the children’s shoe business. 
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He knows what he is talking about. 
This is attested by the wonderfully 
successful juvenile departments he 
has built up in the five stores of the 
company. 

One of the largest retail estab- 
lishments on the Pacific Coast, the 
Wetherby-Kayser company, has 
never neglected the juvenile part 
of their business. Instead, the com- 
pany has specialized and developed 
a trade that is known all over the 
land as a marked achievement. 


How I Plan My Window Trims 


diagram.) We shall place them in 
the corner, since we are going to 
make a single balance trim. We 
shall use two 12-in. tables; four 
12-in. stands; four 18-in., four 24- 
in. and six 30-in. stands; also three 
12-in. hose stands; cards, price 
tickets, one card rack and two 6-yd. 
lengths of yellowish ‘green cloth 
rich in mixture of green finely 
dotted with yellow. 


ET us take a 12, 18, 24 and 30-in. 
stand, placing them as shown in 
diagram, making group No. 1. 
Next let us begin draping at vase 
gracefully bringing down to the 
floor and make it flow gently away 
toward group No. 2, which stands 
we will now place. We will take a 
12-in. table, two 30-in. stands, place 
one on table and one on floor; one 
each of the 24, 18 and 12-in. stands 
and place these as shown. Then 
finish with first drape. Next we 
will start drape another way in 
other wing of window, beginning at 
base of vase, placing group No. 3 
stands, which will be of the same 
height and number, with table as 
in No. 2, then finish second drape. 
Then we will place group No. 4 
stands, one 30, 24, 18 and 12-in. as 
per diagram. Hose stands will be 
placed as shown, together with the 
card rack. Three black velvet 
mats for buckles and the ties now 
go into their respective positions. 
We will note now that we have 
a 30-in. height in group No. 1 
stands, which, by the way, will 
cover no more than a 2 x 8 floor 
space; a 42-in. height in group No. 
2; bullrushes towering well above 
all; group No. 3, 42 in. in height 
and group No. 4, 30 in. This makes 
a simple and well-balanced window. 
Of course, in weekly changes, we 
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will endeavor always to present a 
new elevation, a varied perspective. 
That being the first thing that tells 
the people who habitually pass the 
store, that a change has been made. 
The stage is now set for our mer- 
chandise. We have fifty pairs of 
pumps—ten patents, seventeen 
blonds, seven grays, eight black sa- 
tins and eight brown and blond ties. 
We will take four pairs of hose har- 
monizing with black patents and 
place these on the hose rack, set- 
ting beside them a small price 
ticket with the make of hose. We 
will place four patent strip pumps 
on stands in group No. 1 and six 
pairs on the floor, carefully placed, 
exact and in graceful fashion, then 
our showing of cut steel buckles. 
Placing shoes on the floor is the 
really vital thing that makes a win- 
dow. We have some stands facing 
straight out, some to left and others 
to the right, so that the shoes may 
be shown to their best advantage 
as to the heel or arch or toe. The 
eye delights in symmetry and trav- 
els faster along straight lines than 
on curved or jagged lines. So in 
placing shoes on the floor follow 
the lines the stands point_ out. 
Likewise with price tickets when 
used, see that they are set straight 
and face exactly as the shoe faces. 


OW continue with our window. 

The blonds will now be placed. 
Six pairs we will arrange carefully 
on floor between groups No. 1 and 
No. 2, strip pumps go on stands, 
with straps and tie models on the 
floor, placing these exactly and care- 
fully as in group No. 1. Be sure to 
avoid unpleasant lines and. always 
balance the groups. Price tickets 
will be placed on cards which are 
in color harmony with the trim. 


Our showing of bronze steel buckles 
will be in front of the card. Then 
follows group, No. 3, in which we 
shall show seven gray pumps, five 
on stands and two on floor. With 
this group the same care will be 
taken as with groups No. 1 and No. 
2 to see that harmony is maintained 
with the rest of trim. Next comes 
another group of hose, suitable for 
the black satins, which we shall 
gracefully place on floor. On one 
or two pairs rhinestone buckles will 
be shown; then place our price 
tickets, not forgetting to mention 
buckles. 

Now that our window is com- 
pleted, let us go outside and view 
our work. We will find that which 
we had in mind a few hours ago 
has become a reality, a harmonized, 
blended and truly balanced shoe 
window. 


Haverhill Joint Outing 


HAVERHILL—AIl the local shoe 
plants will hold their annual out- 
ings simultaneously this year, join- 
ing in a giant field day with the 
Shoe Workers’ Protective Union at 
Canobie Lake Park, Salem, N. H., 
Saturday, Aug. 28. Over 5000 are 
expected to participate in this great 
outing event. The manufacturers 
will oppose a picked team of the 
union in the ball game, which will 
be the feature sporting event of the 
day. A long list of field events is 
arranged and all the facilities of 
the amusement park have been en- 
gaged by the outing promoters. The 
manufacturers annually hold out- 
ings of their crews, but this year 
with the announcement of the union 
field day, the idea was conceived to 
hold all the outings on one day and 
join in a big get-together. 
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How to Create Good Newspaper 
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Advertising 


[CONTINUED FROM PAGE 43] 











the paper at his hotel. He sees just 
the kind of shoes he wants. Can he 
find the store? Not if the name of 
the store is the only guide. 

Mail orders come from the most 
unexpected sources. Many a store 
has had an order reach it in the mail 
from some person at a great dis- 
tance. Old home papers travel far, 
sometimes. Make it easy for people 
to locate you. Good advertising is 
that which gives all the details neces- 
sary to complete the sale. 


Composition and Arrangement 


The diagram of a complete ad in 
the last issue of the BooT AND SHOE 
RECORDER shows the ideal arrange- 
ment as to type and arrangement of 
paragraphs. Notice that the oblong 
shape is preserved in every detail. 
The target, or shoe cut, dominates 
the top of the advertisement. There 
is nothing to compete with it. Noth- 
ing to pull the eye away from it. 

The catch line, or “News Head,” 
announces boldly what it is all about, 
just as a newspaper tells the public 
in its headlines what news the 
article will convey. Then the para- 
graph following tells about the shoe. 
That is the “news” of the advertise- 
ment. Notice that this paragraph is 
set in from the edges one-half inch 
on either side. This keeps the eye 
from wandering about and straying 
off into other parts of the announce- 
ment. It concentrates the interest 
of the reader on that part of the ad 
you want him or her to read. 

The price is boldly displayed. The 
type matter is built around the price, 
above and alongside, to give a sort 
of background, to bring out the price 
with greater emphasis. The price 
should always be set in type the 
same size as the headline. 

The “postscript” is a little wider 
than the selling paragraph. This is 
good composition, because as you 
near the bottom of the ad you need a 
little more width. It forms a foun- 
dation for the ad to sit on. The sig- 
nature is still wider. That is the 
completion of the foundation. It is 
wide and strong. It prevents the ad 
from “petering out” at the base. 
Some ads have that very bad ending. 
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23-1233 WOOCOWARD save. 


Just Tomorrow---Friday 


A Remarkable One Day 
Sale of Shoes! 












Including Including 
Popular the Most 
Styies in Demanded 
Grey Kid! Blonde Kids! 
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to find the 
new —_ and colors in a 
sale of shoes at such a 
price. A splendid range 
of sizes makes it possible 
for every woman to save! 


Blonde Kid 
Grey Kid 
Patent Leather 
Black Satin 


Kline’s Convenient Balcony 












Tee 
Good example of sale advertising where the object is to show 


a wide variety of shoes, and to impress on people the fact 
that they are good style at low cost. 
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They are weak at the place where keeps the eye from running on down 
they should be strong. This arrange- into the ad below, if there is one 
ment closes your announcement and below. 















A New Inventory Wrinkle 
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with sheets in duplicate, is also nec- 
essary. Federal government regu- 
lations require that such a book be 
kept, as well as the discount account 
in the ledger. The total mark- 
downs are subtracted and the mark- 
ups added to the costs at the end of 
each month. Express and freight 


are not added to the cost of the shoes 
for this, too, is against regulations. 

“In addition to the records al- 
ready mentioned, a daily sales book 
is kept, in which total sales, segre- 
gated by departments, are recorded. 
Total postings of each department 
are made to the ledger once a month. 
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| that give sure-footedness on 
: the gym and basket-ball floor 


Now is the time for you to prepare for your fall sales of gym- 

nasium and basket-ball shoes. Schools will be opening very 
soon—you don’t want to be caught with short stocks or you will 
lose business. 


With the Top Notch line of canvas rubber-soled shoes, you can 
satisfy every demand and please every customer. The line is 
j complete—from the famous quality leaders, Grip Sures, to the 
lower-priced but attractive, serviceable models like the Asbury. 


a i 
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It will pay you to stock and feature Top Notch sports shoes— 
the distinctive line for distinctive stores. 


Fst 


THE BEACON FALLS RUBBER SHOE COMPANY 


Makers of Top Notch Rubber and 
Canvas Rubber Sole Footwear 


Ce Baia 


Dept. E8, Beacon Falls Connecticut 
241 Congress St. 106 Duane Street 426 Second Avenue, North 926 Broadway 
Boston, Mass. New York, N.Y. Minneapolis. Minn. Kansas City, Mo. 
208 So. Jefferson St. 1152 Penn Avenue 530 Howard Street 
Chicago, Ill. Pittsburgh, Pa. San Francisco, Cal. 












Asbury 


“Goal” Athletic Cut 


A splendid basketball shoe at a moderate price. Stout duck 
upper, trimmed with back stay and curved toe cap, foxing A black shoe universally used for gymnasium work. Very rea- 
reinforcement and a good heavy suction sole. Made in white sonable in price. Backed-up duck upper, reinforced at toe, and 
and brown. a medium weight sole. Made also in bal cut and oxfords. 
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| Top NoTcuers | 


la 
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Suction cups 
grip the floor 


The real 
basketball 


The original patented suction cup molded sole shoe 





When writing to advertisers please mention Boot ann SHoE RECORDER 
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Brunk Says Business Fine 


J. H. Brunk covers Illinois, North 
and South Dakota, and Minnesota, 
for Dunn & McCarthy. Mr. Brunk 
says: “I am finding business in good 
shape in my territory. Merchants 
everywhere are optimistic. I am 
having splendid success in placing in 
many of the leading shoe stores the 
new line of health or arch type shoes 
from the Dunn & McCarthy line, 
called ‘Enna-Jettick.’” Mr. Brunk 
lives in Iowa and is one of 
the live wires of the Iowa Shoe 
Travelers’ Auxiliary who help the 
Iowa merchants each year to “put 
over” a successful convention. Many 
of the trade remember how well the 
Iowa Auxiliary members cooperated 
at the big meet of Feb. 16-18, 1926, 
at the Hotel Fort Des Moines, when 
they featured the “Sparkling” Style 
Revue. Mr. Brunk calls attention to 
the in stock ‘Enna-Jettick’ health 
shoe catalogue, which, he says, fea- 
tures styles to retail at $5. It con- 
tains 32 pages and cover, is well il- 
lustrated, and attractively presents 
a complete line of styles and ma- 
terials. 


Agnew with Lewis 


R. B. Agnew covers Cleveland to 
Des Moines and from the Twin Cities 
to the Iowa River for Herman E. 
Lewis, Inc. His headquarters are at 
the Morrison Hotel, Chicago. He 
states that his trade has been buy- 
ing heavily on pumps, both plain and 
Regent, one-straps and _ novelty 
straps—also some fancy oxfords in 
high heels. He sees a tendency to 
lower heels than spike in dress 
shoes. 


Stutz a Live Wire 


L. R. Stutz recently joined the 
salesforce of Hurd & Fitzgerald, 
and now covers Central and Western 
New York for this house. “Lo” 
says that he is having success with 
this well-known line. 


Gus Bronson Is Dead 


Gus Bronson, 84, well known 
throughout the state as a veteran 
shoe traveler, died recently at the 





SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 
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Wisconsin Veterans’ Home at Wau- 
paca, Wis. Mr. Bronson was a Civil 
War veteran, and following that was 
engaged in several lines of business 
up to 1875. About that time he 
started his career as a traveling shoe 
salesman, covering Wisconsin and 
Twin Cities, and continued in this 
work until less than two years ago, 
when he fell and broke his arm while 
out on the road. Due to failing 
health he retired. He was removed 
to the Veterans’ home only a few 
days before his death in order that 
he might have the best possible medi- 
cal attention. 

Mr. Bronson was a member of one 
of the pioneer Norwegian families 
that settled in Wisconsin in the early 
forties. He was a resident of Osh- 
kosh, Wis., for many years, but later 
moved to Waupaca. He is survived 
by his widow, and three sons, Gus, 
Jr., L. K., and Robert G. Bronson. 


Barney Solar Sells Em Fast 


Barney Solar covers the entire 
United States—from California to 


Here is Ed J. Macklin, who sells, 
opens agencies, and promotes the 
Wm. Henne Co. line from coast 
to coast. He recently had his 
picture taken, and then sur- 
rounded this with many sleeper 
tickets from his recent trips. He 
showed the layout to some friends 
and they all said that it looked 
good, so Ed thought that all of 
shoedom would like to see it in 
the RECORDER. He starts off again 
Aug. 15 for the Middle West, 
promoting Physical Culture shoes 


New York, for Bresnahan & Sisk 
and the Bresnahan Shoe Co. Mau- 
rice Bresnahan, brother of William 
Bresnahan, of this firm, who was 
vice-chairman of the Women’s Ex- 
hibits Committee, Boston Shoe and 
Leather Fair, told a RECORDER rep- 
resentative attending the recent 
Style Revue that “Barney Solar is a 
wonderful salesman.” Maurice 
Bresnahan was one of the four 
“spotters” who kept the models 
moving in orderly procession on the 
runway. 


Ruwitch Returns from Trip 


Simon Ruwitch, former president 
of the Chicago Shoe Travelers Asso- 
ciation and the representative of the 
Bostonian line in the West, recently 
returned from a trip through Illinois. 
Simon says that the college towns 
are buying heavily in the darker 
tans, Scotch grained and pebble 
leathers with heavy soles. Merchants 
are buying very carefully in most 
sections of the State, according to 
Simon, and stocks seem to be in very 
good condition. Few merchants are 
placing heavy advance orders, pre- 
ferring to “feel out” the fall season 
before making purchases. 


Harsh Chapline Salesmen 


at Factory 


About 35 members of the Harsh 
& Chapline sales staff have spent a 
week recently in Milwaukee going 
over the new lines for fall. General 
Manager George Utley outlined the 
working plans for going after busi- 
ness and Harry Unke gave the boys 
the latest “dope” on the Harshline 
style program for fall. “The men 
will leave shortly for their territor- 
ies,” states Mr. Unke, “with the fin- 
est lines of men’s and young men’s 
dress footwear ever made in the fac- 
tory.” 


Duffy Traveling 


“Larry” Duffy, of Gregory & Read 
Co., Lynn, is on a three weeks’ trip 
among big cities. 


“Hours wasted are opportunities 
missed.” 
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WHITTEMORE’S, SHUCLEAN — ALBO— BAG 
POWDER — QUICK WHITE — CUPID — TOP 
NOTCH WHITE CLEANER AND HEEL AND 
EDGE ENAMEL—MAKE A MOST SALABLE 
LINE OF WHITE SHOE POLISHES. 


These polishes, widely known and used as they are, retail readily at 
profit producing prices. Each a positively harmless preparation, 
but immediately effective. | Money can be taken in on the sale of 
these polishes which will offset expenses that drag down the net. 


MAKES DIRTY 
CANVAS SHOES 
CLEANSWHITE] | —— 


Whittemores 


“SHUCLEAN” 


All kinds of white leather, glazed and unglazed, respond to this preparation, and 
quickly assume the freshness which the tanner gave it. White kid, Calf, Buck, 
Nubuck, Suede and Ooze leathers take on new life with each application. 


“ALBO” 


To many, like an old friend. Undoubtedly the most popular white cleaner in cake 
form, especially recommended for white fabric footwear. 


“BAG POWDER” 


This polish has the favor of thousands. What an endorsement of its superior cleansing 
properties. Many there are, who simply would not be without it, traveling or at 


home. 
“QUICK WHITE” 


Dirty white canvas shoes rejoice at a ‘‘rub down’’ 
can say ‘‘Jack Robinson’’ the job is done. 
“CUPID” 


something extra fine in a De Luxe package. Just what 
Easily retailed at 50c. and dealers take half. 


with Quick White. Before one 


Here’s the very latest, 
“Main Street’’ stores want. 


“TOP NOTCH WHITE CLEANER” 
Secured and retains public good will because of superior quality and satisfactory results. 
“HEEL AND EDGE ENAMEL” 


Mentioned last, but it’s by no means least, many times useful right in the store. 
In the home, decidedly desirable. Stores classify this as “regular goods.’’ 


Whittemore prices never indicate Whittemore quality. Where foot- 
wear is worn, Whittemore polishes are sold. _This very wide distri- 
bution makes it possible for the trade to obtain Whittemore Quality 
at Whittemore prices, which, less trade discounts, place dealers 
in an_exceedingly favorable position as regards sales and profits. 


ALL JOBBERS CARRY THEM—STOCK UP FROM YOURS NOW! 


WHITTEMORE BROS. 


Makers of Shoe Polish Nearly a Century 
BOSTON, MASS. 
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James Renton, “who has produced 
big increased business in New 
York City and vicinity for The 
Ault-Williamson Shoe Co.,” says 
the company’s salesmanager 


Renton Does Big Business 


During 1925, his first year with 
the Ault-Williamson Shoe Company, 
Jim Renton showed a larger percent 
sales increase in his territory than 
any other salesman on the Ault- 
Williamson force, and he has made 
a good start toward duplicating that 
feat again this year, as to date his 
record shows a similar gain. His 
cooperative spirit, with re-sales ideas 
for his customers, backed by a spe- 
cialized line of women’s comfort and 
staple shoes, has made him exceed- 
ingly popular with the merchants, 
says the Ault-Williamson salesman- 
ager. 

Jim says, “I give my customers de- 
pendable merchandise and then help 
in every way possible to increase 
their sales.”” What more can one do? 


Rankin Is Home Again 


A. E. Rankin travels the South 
for Alden, Walker & Wilde, Inc., 
making North Carolina, Georgia, 
Alabama, Louisiana and Missis- 
sippi. Mr. Rankin returned from 
Dixie some weeks ago and is now 
showing this line to the visiting 
trade at 183 Essex Street, Boston. 


Todd Reports Fine Trade 


James L. Todd, who greeted many 
customers at the booth of the Stet- 
son Shoe Co., Inc., during the days 
of the Boston Shoe and Leather Fair, 
recently returned from a_ three 
months’ selling trip through the 
Middle West. Mr. Todd covers In- 


BOOT AND SHOE RECORDER 


diana, Michigan, Ohio and New York 
State. He reports the best fall sea- 
son ever in ties and oxfords, for 
women; in men’s styles, tans in med- 
ium toes, in conservative types. 
Men’s shoes, he said, are equipped to 
the extent of 90 per cent with rubber 
heels. 


Brill Sells Shoes by 
Good Will 


D. W. Brill, sales representative 
of the Brown Shoe Co., with offices 
in The Arcade, Cleveland, is experi- 
encing in an unusual way the fruits 
of 22 years of active work as a shoe 
salesman in this city with a single 
line of shoes. 

Brill has reached the point where 


D. W. Brill, who represents the 
Brown Shoe Co. of St. Louis. 
His headquarters are at the Ar- 
cade, Cleveland, from which 
point he does all of his selling 


he makes all of his sales within his 
own salesroom. There he has at all 
times on display, every model in his 
large line, and merchants are able 
to make quick selections therefrom. 

“But it takes continuous service 
and continuous contact with mer- 
chants, over a long period of time, 
to cause them to go voluntarily to 
the display room of salesmen. Good 
will must be created,” says Brill, “by 
honest dealing, fair statements, and 
courteous treatment.” 

Business has reached the point 
with Brill where he has about all he 
can do. He came back from St. 
Louis the other day with his fall line 
of samples, and an announcement to 
that effect brought a large number 
of merchants in response to his in- 
vitation. When Mr. Brill receives a 

“There’s nothing like good will in 
business,” said Brill. “Every man 
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starting in to sell shoes will help 
himself and employer to get on a 
foundation of strength by doing 
things to create good will. 
asset that is most valuable.” 


It is an 


Salesmen Extend 

Sympathies 
The W. B. Coon Co. salesmen at- 
tended the funeral of the late W. B. 
Coon in a body. Dave Oster and 
Fred Zorn were prominent in the 
group. They expressed their sym- 
pathies to Mrs. Coon by sending a 

beautiful basket of roses. 


Smith Celebrates 25th 
Anniversary 


Sales Manager M. C. Smith of the 
Utz & Dunn Co. recently celebrated 
his twenty-fifth anniversary with 
this house. He received many con- 
gratulatory letters from his wide 
circle of friends in the trade. He has 
recently returned to his duties after 
a well-deserved vacation. 


Al Pearl with Bett 


Al Pearl covers New Jersey, Mary- 
land, Delaware, and Virginia, for 
the Bett Shoe Company of Philadel- 
phia, Pa. His wide circle of friends 
say that “Al” is a recognized factor 
in getting more shoes sold right. He 
has won his many customers because 
they believe that he is a hard worker 
and the shoe buyers have confidence 
in his merchandising counsel. 


Al Pearl, who covers New Jersey, 
Maryland, Delaware‘ and Vir- 
ginia for The Betts Shoe Co. 


Don’t hope for the best—hop to 
it.—Walk-Over Shrapnel. 





ST, SS SOE ES WR TE BITETE “Er EEG NES | 








Se en tere 





62 BOOT AND SHOE RECORDER August 14, 1926 





Keds 


REG. U.S. PAT. OFF. 


Jr Basket Ball and Gymnasium 














CREPE SOLE 
METEOR 
Feather weight shoe, vul- 
canized crepe sole, grips 
on any playing surface. 










METEOR 
Favored by leading 
players—non-slipping out- 
sole—slim shank insures 
good fit and arch support. 


COMET 

Famous basket ball shoe—withstands 

most gruelling tests—many other 
sure selling features. 


Worn and recommended by leading 
coaches and teams everywhere, Keds 
today compose the greatest line of 
basket ball and gymnasium shoes. 
There is an appealing type for every 
indoor athletic demand. Now is the 
time to order Keds for the fall and be 
ready for profits when the new season 
begins. 


United States Rubber Company 












When writing to advertisers please mention Boot anv SHor Recorver 





wich vite 

















August 14, 1926 


of continued record-breaking 
activity for the second half year of 
1926. Summer vacations and inven- 
tories are practically over, and many 
of the factory managers report that 
production is oversold on winter 
merchandise, which means overtime 
schedules until December. Heel and 
sole plants are also more busy than 
at any time since the first of the 
year. Samples for the 1927 canvas 
line will soon be ready and new 
price lists are being prepared. 


UBBER shoe plants are now 
active, with every indication 


ANY progressive retail shoe 
merchants are taking advan- 
tage of the warm weather, the ever- 
increasing consumer interest in out- 
door sports, and August vacations, 
to feature canvas rubber soled foot- 
wear in windows and interior dis- 
play cases. A suggestion for an at- 
tractive and salability trim is shown 
in the illustration on this page. A 
canvas tent is presented and more 
human interest is added through the 
figures of a man and woman camper. 
The scenic background and grass rug 
add realism and give to the canvas 
rubber soled footwear a _ stronger 
customer appeal. Canvas rubber 
soled footwear can always be fea- 
tured to advantage, but particularly 
so in those sections of the country 
which have a seasonal climate, dur- 
ing the months of July and August, 
when canvas should occupy “a seat 
in the front row.” 





GOOD aid to a window of canvas 

shoes is the carton display of 
canvas footwear. For instance, a 
carton in every different section, ex- 
tended a little from the other car- 
tons, and on top of same a canvas 
rubber soled shoe. <A shoe holder 
attached to the wall accomplishes the 
same purpose. A leading department 
store in Boston recently devoted a 
good-sized space, just off its shoe de- 
partment, to a camping scene. One 
might think that he had wandered 
into the pine woods of Maine. There 
were fragrant trees of fir and pine, 
pitched tents, with flags fluttering at 
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Rubber Factories Busy Making 
Winter Goods 


Now Is the Time for Merchants to Feature Canvas 


their tops—a large grass rug and 
several figures dressed to look like 
campers. The section was started 
June 1 and will be continued until 
August 15, and, as a result, every 
form of campers’ equipment, includ- 































ing canvas rubber soled shoes, were 
sold in increased numbers. 


Rubber Heel Statistics 


An analysis of rubber heel ship- 
ments to shoe manufacturers shows 
that rubber heels are used on nearly 
60 per cent of the output of leather 
footwear and that this proportion 
was maintained during the first 
quarter of 1926. The total amount 
of consumption of rubber heels for 
1925, is approximately 383,390,832 
pairs. The sources of the figures 
are: rubber heel shipment figures 
from the Rubber Association of 
America’s monthly reports, repre- 
senting 70 per cent of the industry, 
and raised to 100 per cent; and the 
leather shoe production figures from 


A scenic background and a grass rug give a vacation and recrea- 
tion atmosphere to a canvas rubber soled footwear window. Trim 
arranged by United States Rubber Company 









the monthly reports of the United 
States Department of Commerce. 
Rubber heels shipped by the rub- 
ber manufacturers to shoe manufac- 
turers during 1925 amounted to 
184,533,219 pairs; the number of 
















pairs made by the leather shoe man- 
ufacturers, estimated at nearly '100,- 
000,000 pairs, and attached to the 
shoes in the building thereof, in- 
creasing the number of rubber heels 
used by shoe manufacturers for 1925 
to 277,000,000 pairs. The repair 
trade for 1925 used 98,173,105 pairs, 
approximately; the export trade, 8,- 
217,727 pairs. 













“In Re” Rubber Heels 


“What’s good for my wife’s fallen 
arches?” 
“Rubber heels.” 
“What shall I rub ’em with?” 
Walk-Over Factory Prints. 










“It is better to wear out than rust 
out.”—Walk-Over Factory Prints. 
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BG6G75 Patent Leather $4.50 
BG676 Black Velvet 4.50 Biack Velvet $4.75 


B666 Patent Leather $4.75 em tae (Se 


Note: Same with Cuban } eel 
B665 $4.5 


” For Early Fall, Black Velvets, er 


“Regent” Black Satins and Patents 
IN STOCK 
AA. .4%-8 sae “0 aa + rer White Kid’ "4:76 
: Patent Leather +s. 


Black Satin 4.2 
B498_ Black Velvet $4.25 20/8 Heel 
B3672 Patent Colt 4.25 
B3942 Biack Satin 4.25 














“Eubur” 


White Calf 
15-8 Cuban Covered Heel f Titien csit an 
BG6G16 Patent Leather $4.50 


“Speed” 
B540 Patent Leather $4.75 
Note: Same with Cuban Heel 
B538 $4 


The MENIHAN COMPANY 


B569 Black Satin 04.78 SHOEMAKERS FOR WOMEN f Black Satin 4.50 


Patent Leather $4.50 


B568 White Kid White Calf 4.75 


Rochester, N. Y., U. S. A. Titian Calf 4.75 


New York Office: 612 Marbridge Bldg. Oakland, Cal., Office: 424 Belview Ave. 
B. W. MOYLAN H. S. KUSHINS 
Chicago Office: Majestic Hotel Los Angeles Office: 107 East Sth St. 
F. J. SATEK E. M. HOLLANDER 


Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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The Danger of Grading Down 


rP\HE merchant who makes a mis- 

take, admits it and is willing to 
tell others how he did it, is a rarity. 
Usually we hear only of the suc- 
cesses. Tom Hunter of Spokane got 
spanked for several thousand dollars 
by playing outside his own dooryard, 
so here is some first-hand informa- 
tion, in his own words: 

“Each store will create a certain 
atmosphere. The head of the store 
will hire certain types of salesmen. 
Naturally, certain types of customers 
will be attracted by these salesmen 
and the kind of merchandise that is 
offered for sale. Merchants should 
find out just what is their particular 
niche, find out just where their 
strength is, and play up to that one 
theme. Some men naturally take to 
the high grade trade, while others 
get more satisfaction in dealing with 
the popular priced goods. 

“A chain store started in this 
town and several of us merchants got 
scared. We got frightened before 
there was any real necessity, and 
put in lines of $7 and $8 shoes to 
meet this bugaboo of price competi- 
tion. I took $7,500 and carefully 


planned out a good representative 
line to retail at $7.50. Previous to 
this my cheapest price had been $10. 

“Good customers who had pre 
viously laid down ten dollars without 
any argument for a pair of shoes 
bought the seven-fifty shoes and 
were not satisfied. These were not 
the grade to which they were accus- 
tomed. Consequently these shoes 
never felt or looked right to them. 
The result was that I got out of the 
$7.50 business as rapidly as I could, 
and, believe me, it was a mighty ex- 
pensive lesson. It came to my atten- 
tion that customers said: ‘I got one 
bum pair of shoes at the Model.’ 
They would forget the price, but 
remembered where they made the 
purchase. 

“T tell my salesmen to draw com- 
parisons when they can, and to the 
customer who can apparently afford 
to pay from ten to fifteen dollars for 
a pair of shoes, and who seems to 
buck up at the price, we stress the 
pride of ownership and ask them 
why they buy a Packard or a Cadil- 
lac to ride around in when a Ford 
will get them there just the same. 


That pride of ownership talking 
point is sure good. 

“The shoe business is undergoing 
radical changes. We did this and 
that last year, but it is no reason 
why we should or will do the same 
thing this year. We must have our 
ears to the ground and keep posted, 
especially in merchandising and the 
style trend. That is where good trade 
papers like the RECORDER do us a 
world of real good. Most of us have 
long since found out that to stay in 
the game we must get more money 
for our shoes and, what is equally 
important, clean up faster and more 
thoroughly. 

“Competition, real and imaginary, 
is keen, but the customers, I find, 
are keener on style than on price. 
A good definition of style is ‘what 
the customers like.’ Picking styles 
is just like playing poker. We see a 
line that looks good, so think that 
we can draw to it. Often we do not 
fill our flush and then again we sit 
pretty with a pat hand. Then we 
see another line. This is no good at 
all. So it is thrown in and we draw 
five new cards. 





Report Good Business 


MILWAUKEE.—The F. Mayer Boot 
& Shoe Co., manufacturers of Martha 
Washington comfort shoes and the 
new Maisonette line of style shoes, 
is enjoying the best business in sev- 
eral years, and anticipates the big- 
gest fall season in its history, accord- 
ing to Fred A. Mayer, sales man- 
ager. 

“The past week has been the best 
in two years,” declared Mr. Mayer. 
“The greatest increase has been 
shown in our new line of Arch Sup- 
port shoes, and there has also been a 
very good call for our revamped line 
of Martha Washingtons. 

“Since the middle of June, we have 
increased production about 50 per 
cent,” he added. 

The Maisonette line also is going 
well, Mr. Mayer stated. From the 
present outlook, fall business will be 
practically all patents and satins, 
with darker trims such as pin seal, 
black alligator and other dark trims. 
A few weeks ago, he anticipated a 
good fall demand for alligator and 
alligator trimmed numbers, but the 
call for these is declining rapidly, 
and he is calling many of these num- 


bers in off the road. The majority of 
styles are moving in a 13 to 14/8 box 
heel. Where a higher heel is desired, 
the majority jump to a 17 to 18/8 
spike heel, but the lower box heel is 
far more popular. 

Salesmen of the Mayer company 
are now on the road, and will remain 
out until the first of September, 
when they will be called in for a 
brief sales conference, Mr. Mayer 
says. 


Styles Simple and Fancy 


LYNN.—Extremes in styles met in 
the factory of the W. F. Hooley Shoe 
Co. of Lynn, for this firm is making 
some shoes as plain as can be, while 
others are a riot of fancy. 

For the essence of simplicity, there 
are some perfectly plain pumps of 
patent leather, and some walking ox- 
fords, also perfectly plain and of 
patent leather. 

For the extreme of fancy, there 
are some ball room slippers of ombre, 
of Paisley, and of iridescent gold and 
silver snake. 

Then there are some shoes that 
are betwixt and between the afore 


named two, as, for instance, an open 
shank oxford, with a fancy tongue 
and a fancy lace front, and some 
fascinating tongue and ribbon tie 
shoes of rich brown suede. 


Superintendent at 33 


PEABODY, Mass. — Herbert C. 
Little, the new general superinten- 
dent of the A. C. Lawrence Leather 
Co. factories in Peabody, is 33 years 
old, and is one of the youngest tan- 
nery superintendents in the country. 
He joined up with the A. C. Lawrence 
Co. after he was graduated from 
Harvard college. He started as a 
clerk, and he rose rapidly, until he 
was recently promoted to the posi- 
tion of general superintendent. 
During the World War he served in 
the Flying Corps. 


Move Ground Gripper Store 


DuLUTH.—The Ground Gripper 
Shoe Store has been removed to new 
and larger quarters at 310 West 
Superior Street, next to the Alworth 
Building, in the heart of Duluth’s 
shopping center. 
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Style 119—Kid. 

Style 118-3—Patent Leather. 
IN STOCK 


Width A—4 to 9. B—3% to 9. 
C-D-E—2% to 9. 
PRICE $3.35 
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First Aid to Activity 


The proficient nurse holds a critical attitude toward her footwear. 
Knowledge of anatomy and pride in her profession challenge the 
merchant who would have her trade. She accepts only such shoes 
as leave her foot-free yet smartly shod .. SALLY SWEET 
TURNS, by preference. 

Responsive to every demand made upon them, SALLY SWEET 
TURNS conserve vital energy and preserve suave style. The nurse 
appreciates their comfort and applauds their mode. 

Attract and keep her trade with SALLY SWEET TURNS. 


Facts, plenty of them, sent on request. 


MacLaughlin-Sweet, Inc. 


Auburn, Maine 


SALLY SWEET TURNS 
The Compo Shoe of Yomowou” 


When writing to advertisers please mention Boot AND SHOE RECORDER 





Troe & &* beet we Oe FP Ome TP 





August 14, 1926 


BOOT AND SHOE RECORDER 


Women Consume Shoes More 


Readily Than Do Men 


Those “Who Earn” Buy More Footwear 


USINESS in women’s shoes 
B has been shaken up, and 

changed much. Many mer- 
chants are puzzled thereby. A study 
of the matter reveals some funda- 
mental changes of importance. Some 
figures have been prepared to show 
why women are buying more shoes, 
and why they have such a strong 
preference for novelty styles. These 
figures are general. But any mer- 
chant may. apply them to his own 
city, and by making a study of the 
changes that have taken place among 
women of his own city, he may se- 
cure information and ideas of use to 
him in planning his own methods 
of merchandising as well as his se- 
lections of styles. 

Distribution of women’s shoes 
goes on at a rate of more than 100,- 
000,000 pairs annually. 

Consumption of women’s shoes 
figures better than three pairs per 
person for an average. 

Total sales of women’s shoes, as 
well as the rate of consumption of 
women’s shoes, have changed much 
during the past few years; and 
there have been cosequent changes 
in retailing merchandising, shoe 
styling, and shoemaking, too. 

Distribution of women’s shoes ex- 
ceeds distribution of men’s shoes. 
Women consume shoes faster than 
men. 

These changes are due to styles. 
So some persons say. A measure of 
truth is there in this; but there are 
other causes for these changes, and 


By Fred A. Gannon 


study of them is worth the while 
of merchants, as well as manufac- 
turers, who are planning for the fu- 
ture of their businesses. 

Women have changed their occu- 
pations, and their manner of living. 
This is the fundamental reason for 
the gains in women’s shoes. 

About 30,000,000 women are there 
in the country of 21 years of age or 
more. 

Nearly one-third of these women 
are employed in gainful occupations. 
In other words, they are money 
earners as well as money spenders. 

This large increase in the employ- 
ment of women has come about dur- 
ing the past few years. Hence the 
changes in women’s footwear dur- 
ing the past few years. 

A fifth of the women who are em- 
ployed, or more than 1,500,000, are 
less than 21 years of age. This 
makes up the class that sets the 
flapper pace in footwear. Some of 
them double the normal rate and 
make it six pairs a year. 

Another fifth are from 21 to 46 
years of age. This makes up a class 
that may accept styles more mature. 

About 2,000,000 married women 
are employed for wages or salaries. 
Hence another large class of women 
who have money to spend for shoes, 
or other goods. 

Now here is another circumstance 
for consideration by the retail mer- 
chant who is studying the distribu- 
tion of his shoes. About two-thirds, 
or nearly 6,000,000 of the women 


workers are employed in factories, 
stores or offices. This makes up a 
big class of women who buy novelty 
styles in footwear. 

A few years ago, the majority of 
women workers were employed on 
farms or in domestic service. But 
Mary has come off the farm and 
Jane from out of the kitchen, and 
Mary has put aside heavy farm type 
footwear, and Jane has thrown away 
her kitchen slippers, and both have 
stepped into novelty style shoes. 

A third of the women workers of 
the country are employed in New 
York State, and a large part of these 
are in New York City. This is one 
reason why New York is such a 
great center for the distribution of 
novelties in women’s apparel, includ- 
ing shoes. 

Here is another fact for the mer- 
chant to put in his pipe and smoke 
over. Women are living longer. The 
gain in the length of life is especial- 
ly noticeable among women of middle 
years. Of course, the longer women 
live, the more shoes they buy. 

The fact that women are more ac- 
tive in common daily pursuits, as; 
well as the fact that they live longer, 
seems to be prima facie evidence that 
styles in women’s shoes are right, in 
the main, though critics may find 
fault with some details of them. 

This gain of women is likely to 
go on in the future, and to lead to 
further gains in the distribution of 
women’s shoes. 





Schulties Managing Rochester 
Store 


ROCHESTER, N. Y. — Clarence 
Schulties, well-known local shoe man 
has been appointed manager of the 
Sterling Shoe Store and assumed 
his new duties July 1. Mr. Schulties 
formerly was associated with Wm. 
Eastwood & Son Co. for a number 
of years. After the war he traveled 
on the road selling shoes. For the 
past year he has been with the 
Sterling Shoe Store in Buffalo. 


Ihrke Opens New Shop 


FonD pu Lac, Wis.—Walter A. 
Ihrke, for many years connected 
with the M. Fitzsimmons & Sons Co. 
of this city, has opened a new shoe 
store under the name of the Fashion 
Boot Shop. This store, located at 31 
South Main Street in the Retlaw 
Theater Building, will carry women’s 
high grade shoes exclusively. Mr. 
Ihrke has already placed orders for 
fixtures and an opening stock of 
shoes, and will open about Aug. 20. 


To Open Store in Westerly, 
R. I. 


WESTERLY, R. I.—Dave Novogrod 
and Jack Ginsberg of Worcester will 
soon open a high grade family shoe 
store in this city. This store will 
carry men’s, women’s and children’s 
shoes and will have a bargain base- 
ment. It will occupy the first floor 
and basement of the new Novogrod 
Building and will open about Nov. 
1. Frost, Chamberlin & Edwards 
are the architects. 
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ERATO 


P.5517—This especially neat patent 
leather one-strap shoe has a new type 
of cut-out on the quarter overlay, with 
a chic button piece of black lizard. 13/8 
cuban wood heel. 


RECORDER 


GILDA 


A. 5497—A little street shoe of unusual 
charm—a _ step-in pump of black satin. 
The saddle and heel-cover of black 
moire. Notice the combination bow of 


satin and moire with its tricky beading: 


which adds a sparkle of life to an al- 
ready alluring black fabric afternoon 
model. 13/8 cuban wood heel. 


Sweeten the Midsummer Business 


Customers of the Cushman-Hollis lines are particularly fortu- 
nate. By our national distribution system they are always 
able to keep their stock as fresh and timely as that of 


the big-city shops. 


Here, for example, are two extremely popular 
Cushman-Hollis numbers which are good now 
and will continue good into the fall. Ask 
your nearest wholesalers about these— 
and others in our big line of fabric 

and leather footwear. 


CUSHMAN-HOLLIS 
COMPANY 


Factory and Home Office: 
AUBURN, ME. 


Salesrooms: 


Albany 
Bldg. 
Boston, 
Mass. 


When writing to advertisers please mention Boot anp SHor REcorpER 
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Retail Shoe Trade Showing 
(;ood Pick-Up 


Swinging into Fall Business as Clearance Sales Close 


places, moderate in others, have moved shoes out of the retail shops. The busi- 


Mi nieces, mode clearance sales are drawing to a close. Price cuts, drastic in some 


ness on white shoes this summer, taken as a whole, was not satisfactory. Big 
volume came, but too late, in most cases, to show a profit, for prices had been reduced 
sharply by the time the real call for whites appeared. The early fall business points to 


a good trade over the next few months. 
dark shoes, mainly black, with rather simple trimmings. 


Consumer interest is veering sharply toward 
In some localities the fancy 


oxford and center tie models are showing signs of waning already. Colonials appear to 
be looking better and straps are in high favor. 








be 


July a Good Month 


ULY, with its clearance sales, 

was a much better month for 
New York shoe merchants than 
June, when unfavorable weather re- 
tarded footwear distribution, and 
August, so far, has started at a 
pace that seems to indicate a better 
volume of business than was rolled 
up in July. The clearance sales are 
coming to an end and some drastic 
price reductions have been made, 
particularly on the leftover odds 
and ends in summer novelties. 
Straw shoes, Deauville sandals and 
shoes of like ilk are being sold at 
extremely low prices. Shoes of this 
type that sold around $12 and $14 
a pair at the opening of the season 
are now quoted at such low prices 
as $5.95 and $6.95 in some stores. 
In whites, too, reductions have 
been drastic within the last two 
weeks, although white stocks are 
well cleared out in most stores and 
there will be only a small amount 
of white footwear carried over into 
next year. 

The first harbingers of fall are 
being offered New York footwear 
purchasers. Fall shoes were liber- 
ally displayed in connection with 
the August fur sales and the early 
showing of fall millinery. In most 
cases these early showings have 
been confined to neat patterns in 
patent leather or other black mate- 
rials. Judging by the early foot- 
wear displays, the merchants are 
convinced that the much touted 





NEW YORK 











“black season” is at hand. All 
black, in preference to black with 
trimming, seems to be the choice of 
the better grade shops, although 
two or more materials are frequent- 
ly used in combination in all black 
shoes. 

The fancy oxford continues to 
make a good impression, but the de- 
mand for strapped and Colonial 
models is showing some increase. 

Imported shoes are being dis- 
played by a larger number of re- 
tail shops. While most of the mer- 
chants here assert that their vol- 
ume on imported shoes is small in 
comparison with their volume on 
domestic shoes, the fact remains 
that more and more stores are car- 
rying imported models. 








BOSTON 

















Sales Still “On” 


ALES continue with mark-downs 

as much as 70 per cent, and with 
no mark-downs, whatever, on the 
new styles, or on many orthopedic 
lines. Low prices are made, for the 
most part, on broken sizes and dis- 
continued styles. In those stores 


Heels in a Custom House 


Newburyport, Mass.—Wood 
heels are now made in the 
old U. S. custom house here 
by the Custom Wood Heel Co. 





The government abandoned 
the building some time ago. 


featuring $4 and $5 shoes, the usual 
sale price is about $2.95. A store 
featuring $6 shoes has one window 
devoted to shoes at $3.95, or two 
pairs for $7, while another window 
of the same store features the ad- 
vanced fall styles—some with the 
new flapper Louis heels, others in the 
spike heels. 

A high grade department store 
had a special shoe window devoted 
to advanced fall styles in black 
suedes, plain, or with black simulated 
lizard trims or trims in patent 
leathers; there were straps, fancy 
oxfords and pumps. Parchment silk 
hosiery was featured with this trim. 

Business is continuing to forge 
ahead in the majority of the stores. 
Some stores report very large in- 
creases in trade. All windows are 
trimmed attractively and newspaper 
ads are effective. Shoe departments 
cleverly tie up footwear in their 
consumer appeal with other parts of 
the ensemble. Vacation footwear is 
a good seller, with white moving well. 
Canvas footwear and bathing shoes 
are still strong in demand. 














CHICAGO 




















Patent Leather Leads 

HICAGO merchants are still a 

bit reluctant to let go of the 
summer clearance sale idea and 
there are still sales in progress un- 
der one heading or another, but the 
interest has ebbed almost to 
nothing. Whites were disappoint- 
ing from a selling standpoint. True 
there were whites sold, but the vol- 


- ume was never great for any more 
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ANNOUNCEMENT 


A. FISHER & SON, INC., formerly of Lynn, Mass., 
beg to announce their new location at 287 Main 
Street, Stoneham, Mass., where many important 
changes in bettering well-known Fisher Service 
have been inaugurated. In addition to 
the regular comfort lines of women’s 
shoes and men’s house slippers, a fine 
line of women’s smart, saleable 
welts will be manufactured. Ideal 
conditions and highly skilled 
workmen together with doubled 
manufacturing facilities will 
place Fisher Lines in a 
higher place than 
ever in the minds 


of merchants. 


Men’s and Women’s Fine Welts and 
Comfort Lines. wai Flexible McKays 
apa 
—Tesamemaaaee 
ee 
wv 


oH, IF ser deo IN e. 


287 Main Street 


Boston Office: Chicago Office: 


216 Lincoln Street Stoneham Mass 45 So. Wells Street 
9 e 


Philadelphia Office: 44 N. 4th Street, Merchants Building 
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than a day or two at a time. It just 
wasn’t a white season. 

Patent leather continues to grow 
in demand and not a small part of 
this call is for the plain patent 
without any trimming of any kind. 
The reptile trimmed patents which 
held the center of the stage for a 
few weeks are slowly dropping off 
and the plain patent is taking its 
place. 

The darker tan shades of kid are 
popular, but color combinations fall 
most frequently into the two-toned 
shades of tan rather than reptile 
trimmings. There is some effort be- 
ing made in the higher priced lines 
to revive blue kids and some effort 
to stir up interest in the pastel 
shaded ooze leathers as well as 
brown and black. Stores selling 
the high-priced lines seem to feel 
that there will be some call for the 
ooze leathers, but the season is too 
early for even a guess. At any rate 
October ought to mark the earliest 
buying in these leathers. 

Patterns remain very much the 
same. Strap patterns and pumps in 
their many variations cover the 
trend in the observation of the cor- 
respondent. Not a few oxfords are 
seen in both windows and on the 
street and a modification of the lit- 
tle stub-toed Charleston oxford and 
the two and three eyelet tie seems 
to have taken the fancy of the 
younger school and college miss. In 
the average shoe sold for street and 
ordinary dress wear there seems to 
be a tendency toward a heel be- 
tween 14/8 and 18/8 with few up to 
20/8 being called for. 

The men’s business has been 
neither good nor bad regularly or 
in the sales which have been held. 
Rather a steady, hardly-satisfying 
volume but regular in its 
totals apparently in all grades. 





CLEVELAND 


Trade Ahead of Last Year 


HE Guardian Trust Co., in its 

latest business bulletin, reports 
that the change here in the busi- 
ness situation has been psychologi- 
cal rather than physical. In Cleve- 
land on the question of volume of 
business transactions, the figures 
permit no doubt that the first half 
of 1926 was a record period. Bank 
clearings were 6 per cent above the 
same period last year. Retail trade 
here as measured by the leading 
stores reporting to the bank was 13 
per cent better than the first six 
months of 1926. 
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A visit through representative 
shoe stores here discloses that the 
volume of sales on a whole was 
larger in the first six months of 
1926 than it was in the correspond- 
ing period of 1925. True, merchants 
may be found who complain bitter- 
ly of business conditions, but there 
are reasons for their let-down, such 
as lack of enterprise, failure to keep 
their stock abreast of the times, 
etc. 

Representatives of shoe manufac- 
turing houses who are stationed 
here report buying for fall is pro- 
gressing, and that orders are run- 
ning as a rule larger than for fall 
buying a year ago. The Guardian 
bank says that if business con- 
tinues along conservative lines on 
about its present volume the setting 
for a good fall volume would seem 
to be made. 

Merchants here are now devoting 
most of their time to sales that have 
been planned to rid them of their 
surplus stocks of summer footwear. 
Stocks are reported to be not very 
heavy. Careful buying and a fairly 
good retail season are responsible 
for favorable condition of stocks. 


Three Smokes | 


Danvers, Mass.—Leather is 
smoked to three colors by Wi- 
den & Lord. After being 
tanned, the leather is put into 
a smoke house, and is smoked 
like a ham. 

Three smoke colors are had, 
light, dark and medium. 

Indians smoke deer skins, to 
make their famous buck skin 
leather. Widen & Lord adapt 
the Indian process of smoking 
to get fine colors. They 








[- 














chrome tan their leather be- 
[ they smoke it. 


CINCINNATI 


Demanding Better Quality 


ONA FIDE indications of an in- 
creased favor for the better 
grades in women’s footwear has 
been manifested during the past 
week, say some who handle mer- 
chandise of several qualities. Only 
slightly more interest, true enough, 
but nothing to be slighted either 
when it comes from sources not 
solely dependent upon the sale of 
higher priced lines. 
Two pairs of outstanding oxfords 
standing out in front of the Gibson 
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on Walnut Street around 7 o’clock 
a few evenings ago were very natty, 
single-toned reptile or _ reptile 
grained. Whether twins were wear- 
ing them, whether they were natives 
or traveling salesmen boosting 
their wares, is hard to say, but 
something says that the stores sold 
more of their kind the following 
day due to the above incident. 

The regularity with which clear- 
ance sales are held in the large 
stores causes many people to an- 
ticipate reduced prices, but it also 
induces them to swing back to an 
acceptance of regular prices on 
new goods after the sales are over. 

The coordination in making clear- 
ance offerings when so pronounced 
that it seems more than just acci- 
dental, as was the case this year, is 
proving beneficial in that it effects 
a consequent awakening of interest 
in new styles, in the opinion of sev- 
eral managers of departments. 


Retail Trend Upward 


T took more than “Old Sol” who 

has been doing effective work in 
the St. Louis territory to deter the 
upward trend in the retail] shoe dis- 
trict. Business for the week end- 
ing Aug. 14 was reported as brisk. 
In one large department store it 
was stated that good gains were 
made each day this week over the 
same period of a year ago. This 
statement was amplified with the 
remark that the August business so 
far was the best in a long period. 
Other stores were encouraging in 
their praise of the activity of the 
shoe business, but the volume did 
not quite equal that reported in 
this particular store. 

Little remains to stimulate trade 
in the clearing sales which have 
been in progress since July 6. 
Within a week some stores an- 
nounced the withdrawal of these 
events and will launch into a sell- 
ing campaign of fall shoes at full 
prices. The autumn notes in foot- 
wear are being sounded in all 
stores. Displays of this merchan- 
dise can be seen, but for the most 
part is conservatively exhibited, to 
eliminate the possibility of slacken- 
ing entirely the present demand for 
sale shoes. 

Early selection of fall footwear 
aside from patent leather which un- 
doubtedly leads all other materials, 
is a demand for amber alligator. 
A number of pretty patterns were 
seen and indications are that a 
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The Following Cities Are Open for Exclusive Use of the Recorder Show Card 
Service. Is Your City Here? 





SEND ME IN TODAY 








COUPON 


Recorder Show Card Servi 

Room nag 189 West Madison 8t., 
Ohicago, 

Please r Bane our order for the RECORDER 
SHOW OARD SERVICE for one year 
from this date. We agree to pay you 
$3.00 per month for this service. 

We carry Men’s, Women's and Children’s 
Shoes and Hosiery. 

(Cross out lines not carried). 

We prefer the (Grey) (Bronze) Mat 
board frames, 

Letter our name on the mats as per 
copy attached -to this coupon. 
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healthy call will be heard for this 
material as the season approaches. 
Colored kids in both tan and rose 
beige are being bought with empha- 
sis on the rose beige. In patterns 
tie oxfords in cut-out effects are 
equally popular with one-straps. 

A few pumps are being sold but 
are not scoring as heavily as the 
above mentioned types. 


| MILWAUKEE | 


Trade Favorable 


Mice a den shoe dealers 
|¥i closed a July which was very 
favorable in comparison with other 
years, and sales for August promise 
to be equally satisfactory if the open- 
ing days of the month form a cri- 
terion. The volume of business is 
somewhat slow due to the fact that 
clearance sales have already dis- 
posed of the more desirable stock, 
and present efforts are directed 
toward moving out the last odds and 
ends of sizes and patterns. 

A few stores are already showing 
new fall patterns, and an early de- 
mand for fall footwear is anticipated 
in some quarters. There is little 
doubt as to the leading material for 
fall business as almost everyone 
places patents at the head of the 
list, in both plain and trimmed 
styles. For the better trade, a de- 
mand for real reptile shoes is antici- 
pated, particularly in all-alligator 
oxfords. Darker shades of tan and 
medium brown also look very good, 
local merchants state. 

The I. Miller shoe department at 
Reel’s has been showing an attrac- 
tive style which combines cherry 
patent leather with a matching 
shade in suede in a very smart num- 
ber. 

In men’s shoes, clearance items are 
holding up better than usual, but 
fall numbers will soon be placed on 
display. Merchants anticipate that 
a larger percentage of black shoes 
for men will sell this fall than last, 
and tan shoes will show a marked 
trend to darker shades. 














H. L. Nunn in Europe 


MILWAUKEE.—H. L. Nunn of the 
Nunn Bush & Weldon Shoe Co., 
sailed Aug. 4 on the Aquitania on a 
business trip to Europe. He will 
visit England, Scotland, Germany, 
Holland, and perhaps Czecho-Slova- 
kia, France and Sweden. The Nunn 
Bush factory, which makes the line 
of Nunn Bush men’s dress shoes, 
uses a large quantity of imported 
leather. 


BOOT AND SHOE RECORDER 





C. R. Williamson 


AUBURN, ME.—It was certainly a 
surprise to the many friends of C. R. 
(“Charlie”) Williamson, formerly 
president of the Ault-Williamson 
Shoe Co. of this city, to learn last 
week that on account of ill health, 
he has disposed of his interests in 
this company to its other stockhold- 
ers, and has retired from the shoe 
business. Mr. Williamson’s retire- 
ment will in no way affect the busi- 
ness policy of the corporation. 

Charles Ault will continue in ac- 
tive management of the business and 
Vice-President Henry Lumbard will 
continue in charge of advertising, 
planning and production. Charles 
Shackford as vice-president, will be 


C. R. Williamson Retires from Business 


in charge of Western and Southern 
sales at St. Louis, with R. P. Booth- 
by as assistant, in charge of account- 
ing and credits; R. C. Moulton con- 
tinues in charge of Eastern sales 
and distribution. 

“Charlie” Williamson, one of the 
best known, and best liked men in the 
industry, especially in the Middle 
West, where he traveled for a great 
many years, started in the shoe busi- 
ness 20 years ago, being affiliated 
with J. W. Carter & Co. of Nashville, 
Tenn. He was later one of the top- 
notch salesmen, traveling Minnesota, 
Iowa, and the Dakotas for Lunn & 
Sweet Co. of Auburn, Me. In 1914, 
he, with Charles Ault, started the 
Ault-Williamson Shoe Co. at Ells- 
worth, Me., and in 1915, this busi- 
ness was moved to Auburn, where it 
became one of the leading houses in 
its grade. The names—Constant 
Comfort and Constant Style, are 
known wherever shoes are sold to- 
day. In 1922, a Western distribu- 
tion branch was started at St. Louis, 
and in 1923, this branch was reor- 
ganized and enlarged. Mr. William- 
son was in charge at St. Louis and 
often visited the trade served from 
this branch. 

We understand that Mr. William- 
son plans to spend his summers in 
Maine and his winters between 
Florida and his 400-acre stock farm 
at Lebanon, Tenn., which has been 
in the family for four generations. 
His many friends hope that his 
health will speedily return and that 
he will enjoy to the fullest extent a 
year’s travel with rest and recrea- 
tion. 








Balter Shoe Company 
Expands 


BosTtonN.—Business men walking 
along South Street, Boston, have 
their attention drawn to large dis- 
play windows wherein are featured 
many attractive styles of women’s 
novelty shoes. It is not a retail 
store that has established itself in 
the heart of the shoe and leather dis- 
trict, but the enlarged and beautified 
salesrooms of the Balter Shoe Com- 
pany who occupy the building at 70 
South Street. The entire front is 
closed in with large windows so ar- 
ranged that sample shoes may be 
seen by passers by. The business 
offices are directly back of these win- 
dows which provide ample natural 
night through business hours. Be- 
yond the business offices are private 
salesrooms, each fitted with tables 
and chairs. Here, in the quiet and 





privacy of such quarters, merchan- 
dise can be carefully considered and 
orders placed. The Balter Shoe Com- 
pany has been engaged in the whole- 
saling of footwear for years and this 
recent progressive move is in keep- 
ing with its policy of satisfactory 
service. 


Brown Makes Big Gain for 
July 

St. Louis. — Brown Shoe Co. 
showed a gain of $413,000 for July 
over the same period of a year ago. 
The outlook for August, stated T. 
Frank James, sales-manager and 
vice-president of the company was 
excellent and another big gain in 
shipment was anticipated. 

The factories are running at ca- 
pacity with an out-put of 50,000 
pairs a day, the largest volume ever 
attained by the organization. 
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“STORMWELT” and “DOUBLEDECK” 








Famous 


AMERICAN SHOES 





The Shoes Illustrated Are Two Late Models from the Line of 
W. L. Douglas Shoe Co., Brockton 


For Fall and Winter give careful consideration to these two dis- 
tinctive and typical shoes. You are already familiar with the 
turnover and ready sale accomplished last season everywhere 
with shoes made with Barbour Stormwelt. Your trade liked 
them and will buy them again. 


Double the Punch for Shoes of Heavy Rugged Character by 
Adding to Your Line “Stormwelt’s” Twin Brother, the 
“Doubledeck.” | 


Barbour Welting Company 


Brockton, Mass. 
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Factories Hum with Activity 





on Fall Production 


tic. 


Most Centers Report Good Start on New Season’s Business 


Orders in hand are sufficient to keep the wheels turning, in most cases, until 


Rite. ‘or from the shoe producing centers of the country continue highly optimis- 


well into October and by that time re-orders should be developing. Better grade 


shoes are being called for, according to manufacturers. 
creased demand for light weight welts in semi-tailored patterns. 


One of the features is an in- 


A large part of cur- 


rent production in women’s footwear is centered on patent leather and black kid. Suede 


and calf as well as satin also figure strongly in present production. 


Simulated reptile 


leathers, not only in natural colors, but in. browns and blacks, are playing an important 


part in the new season’s output. 


Even the men’s shoe business has felt an upward 


swing, although it has not been as pronounced as in the factories producing women’s 


footwear. 


The Government figures for July shoe production, showing a big gain over 


May, are taken as an indication of decided improvement in the trade. 


HAVERHILL 





Strong Swing to Welts 


ANUFACTURING activity is 

somewhat lessened in the lo- 
cal industry with the completion of 
the summer run of business by the 
factories making the cheaper grade 
McKay shoes. Fall business has 
not reached volume size to date ex- 
cept in the larger manufacturing 
units. Mail order and chain store 
houses are reported buying very 
sparingly for fall. Local factories 
catering to the wholesale trade sent 
out their catalogs during the past 
week. 

Marked interest in the production 
of women’s welt shoes continues to 
be demonstrated. The spurt in 
welts was predicted earlier in the 
season and apparently is to exceed 
expectations. Local welt produc- 
tion is now restricted to a half 
doen plants, many having dropped 
their welt lines in favor of McKays. 
The welt plants, however, appear 
about to profit by a very successful 
run of business. 

Cheap McKays are reported in 
less call and medium grades appear 
to be holding up much better. The 
McKay plants have had a record 
run and the season has been pro- 
longed several weeks over other 
years. 

Patent leather heads all leather 
sales in the industry and is con- 
ceded the big number for fall ma- 


terials. Black suede and ooze and 
velvets are in limited use. Some 
colored velvets are being experi- 
mented with by local shoe men with 
some success. 











BOSTON 

















Market Is Active 


HOE factories in and around 
Boston are busy rushing through 
orders for early fall delivery. Prices 


are steady. Black shoes are the 
most numerous in the new crea- 
tions, with suedes and patents; 








Two Tons of Heels By Auto 


The Wason Wood Heel Co. 
recently made a large over- 
land shipment of wood heels 
from this city to Virginia, a 
distance of 1000 miles, to as- 
sure prompt delivery and as a 
guarantee of Haverhill ser- 
vice. The shipment of two tons 
of finished heels left this city 
by auto truck, July 17 and 
reached its destination the 
morning of July 19 after a 











non-stop trip. This is believed 
to be the largest overland 
shipment ever to be made over 
so great a distance from this 
city. The Wason company is 





one of the best known in the 
local heel industry. 








satins, kids, and black calf promi- 
nent. There are many combinations 
of materials in black—such as a 
black suede and patent—or a black 
suede and calf in simulated reptile 
grains; black velvets in tongue 
pumps, straps and fancy oxfords are 
also among the new shoes in the 
works; there are a few gray oxford 
suedes with gray reptile trims. 

There are as many high heels as 
low heels. One manufacturer stated 
that a buyer for a big shoe depart- 
ment of the city told him that he in- 
tended to show low heels more 
prominently than in the past, as he 
felt that they had been neglected a 
little by the desire to feature the 
new high heels. He felt that the 
trade should keep the high spike 
heel, however, as it had been and 
would continue to be a stimulant to 
the women’s shoe business, but that 
low heels should be put before the 
consumer a little more strongly than 
formerly. There are many shoes 
going out with the new low Louis 
heel. 

Shoes are generally cut higher at 
the instep. “Perhaps,” as one maker 
said, “to keep company with the new 
high crown hats which the ladies are 
wearing.” 

Traveling salesmen are reporting 
back favorably to their houses with 
good orders on men’s, women’s and 
children’s shoes. All are agreed that 
the orthopedic lines, and semi-ortho- 
pedic lines, and the novelties in par- 
ticular, have helped materially to 
keep not only the shoe plants, but 
the leather houses, busy. 











Satin Shoes Are 


HEY make the feet look 

smaller and are so light 
and graceful in appearance. No 
wonder their popularity holds, 
through all the style changes. 


To make sure your satin shoes 
will wear, as well as look well, 
specify Skinner’s Shoe Satin in 


either “Brooklyn” or “5004” 
quality and insist on having the 
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Skinner gold label put in the 
heels. It is one of the best sales 
arguments you can have. 


Skinner’s Shoe Satin is made 
in all the fashionable colors and 
is 36 inches wide, with a 4-ply 
cotton back. 


WILLIAM SKINNER & SONS 
New York, Chicago, Boston, Philadelphia 
Mills: Holyoke, Mass. 
Established 1848 


The world’s largest manufacturers of Shoe Satin 


- Skinner's 
Shoe Satin 


“Look for the Name 





in the Selvage” 





This label in shoes made of 


Skinner’s 
"5004" only. 


When writing to advertisers please mention Boot anp SHOE REcORDER 
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LYNN 


Simpler Styles Selling 


USINESS continues brisk here, 

with styles simpler, and blacks 
in strong demand. Manufacturers 
are looking forward to a good fall 
run. 
Ninety per cent blacks, reported 
by one novelty firm, shows a new 
high peak on this color. A while 
ago this firm was running 90 per 
cent bright colors. Demand for 
blacks is partly due to a desire 
among women for something differ- 
ent. A reaction from blacks to col- 
ors is expected later. 

Blue, in midnight hues, almost 
black, is the newest flash of color on 
the horizon. It is used in combina- 
tion with gray for street styles, and 
with gold for dress styles, so as to 
bring out its color value. But it has 
not yet got much beyond the sample 
style. However, it represents a new 
color trend in kid and calf, and also 
in fabrics, including velvet and moire 
silk. 

Patent leather continues by far 
the leading stock in Lynn lines. The 
cutting of it is much ahead of a 
year ago. Browns show the familiar 
Russia shades, and stroller tan; also 
brown suedes trimmed with copper 
luster, a patent stock, or cherry red, 
another patent stock. Reptiles con- 
tinue in use for trims, and, also, for 
some dress shoes. Fine reptiles and 
high colors, will be developed for 
winter resort shoes. 

Oxfords are in larger demand. A 
Lynn salesman, who started out last 
week, got as far as New York, and 
then came back to the factory for 
more samples of oxfords. 

Further gains on welts are re- 
ported. But production of welts is 
still far below the pre-war level. 
Edges of soles come into view again, 
with the development of welts, and 
new styles in edges are appearing. 
Designers are working on new pat- 
terns for welts, such as novelty ox- 
fords, and pump styles fastened with 
wide straps, and, also, new fancy 
tongue effects. 

Strap models continue to make up 
half of Lynn’s business, with slender 
one-straps in vogue for dressy types. 
Some new straps spring from a 
flower applique, like petals from a 
flower. Cut outs are of conventional 
design, as, for instance, a heart 
shape, and are underlaid with a 
leather of a contrasting color and 
overlaid with a slender applique or 
encompassed with a scroll of ap- 
plique leather. Yet some styles 
have no trims whatever. 


< 
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New shapes in lasts are appearing. 
Vamps on new samples are longer, 
and more graceful. Some look as if 
they had been crimped. But the 
shape is really had by skillful last- 
ing. Toes more slender are noted on 
some lines. Heels 18/8 high are de- 
manded by the New York trade. But 
as for volume business heels con- 
tinue down around 14/8. The Java 
heel is new. There is a local agita- 
tion against high heels. But it 
probably will have no influence on 
the general situation. 











June Showed Big Gain in Shoe 
Production 


WASHINGTON. — According to 
reports to the Census Bureau by 
1013 manufacturers representing 
1159 factories, the total produc- 
tion of boots and shoes during 
June was 24,889,460 pairs com- 
pared with 23,128,733 pairs in 
May, and 26,637,138 pairs in 
April, 1926; 23,448,588 pairs in 
June, 1925, and 2,463,660 pairs in 
June, 1924. Comparative figures 
for January-June show 154,154,- 
960 pairs produced in 1926 and 
160,450,425 pairs produced in the 
same 1925 period. 

June production included 6,- 
542,215 pairs men’s shoes (high 
and low cut leather); 1,652,120 
pairs boys’; 8,546,428 pairs wom- 
en’s; 2,805.029 pairs misses’ and 
children’s; 1,849,678 pairs in- 
fants’; 390,187 pairs of athletic 
and sporting (leather); 257,847 
pairs shoes with canvas, satin 
and other fabric uppers; 213,208 
pairs of all leather slippers for 
house wear; 1,842,817 pairs of 
part leather slippers for house 
wear, and 789,931 pairs of all 
other leather and part leather 
footwear. 























BROCKTON 














Production Gains 


ODUCTION made decided gains 

last week, the shops here oper- 
ating at about 70 per cent of their 
capacity, according to one of the 
city’s best known shoe manufactur- 
ers. All of the factories specializing 
in the cheaper grades of footwear 
are running near or at capacity, 
while the shops—greater in number 
—making better shoes are running 
along from 60 to 70 per cent of 
capacity. Shipments for the month 
of July totaled only about 25,000 
cases, as compared with 36,690 for 
the corresponding month last year, 
but stock-taking was noted in most 
of the shops earlier this year than 
last, so that the in between season 


came earlier. Shipments for the 
week just closed gained slightly over 
those of the corresponding week last 
year. The rush which has ushered 
in the fall run, however, is certain to 
see the deficit of nearly 25,000 cases 
so far this year cut down materially 
before many weeks pass. Manufac- 
turers of the cheaper shoes are most 
optimistic about the next few 
months, and this feeling is borne out 
by several of the shoe men engaged 
in turning out better footwear. 

Stock shoe orders are drawing to 
a close but there are straggling calls 
for lightweight men’s lines. Shops 
selling to the jobbing trade report 
good orders. These are the cheaper 
grades of shoes. In the better lines, 
orders are coming in more slowly, 
but few salesmen are in their terri- 
tories. 

A good deal of black leather was 
cut up during the week for women’s 
evening lines. They are in calf, kid 
and some patent. There are many 
plain designs, but some pleasing 
shoes in leather combinations are 
being ordered, mostly in tans. In 
men’s lines, tans continue to pre- 
dominate conspicuously but there are 
some handsome blacks being turned 
out, mostly for evening wear. 








ST. LOUIS 








‘ Manufacturers Optimistic 


HERE has not been as much 

optimism displayed in the 
wholesale shoe belt on Washington 
Avenue in many a blue moon as 
that which pervades this shoe 
street at the present moment. This 
display of enthusiasm is based on 
the volume of orders which are 
pouring into the houses from the 
salesmen in the territory. 

It is reported in every manufac- 
turing institution interviewed and 
statements such as “The biggest 
business we’ve ever had in our his- 
tory,” “business is phenomenal” 
and remarks of like tenor are heard 
everywhere. 

An official of one of the largest 
houses said the past two weeks were 
the largest the company has ever 
experienced. The orders are for all 
types of merchandise with women’s 
style shoes leading the field in vol- 
ume. 

The sales-manager of another 
large general line house stated that 
at present it was a question of get- 
ting sufficient shoes to fill the or- 
ders. This, he stated, was the big 
problem confronting their organi- 
ation for the next few months. 
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This advertisement as above appears 
in the September issue of “Good 
Housekeeping.” 


Equally large and attractive ads 
appear in September issues of 
Hearst’s International 
Cosmopolitan 

Elks’ agazine 

American Journal of Nursing 


PROVEN ARCH SHOES 


Every woman wants foot comfort. Every woman wants good look- 
ing shoes. Stonefield-Evans PROVEN ARCH SHOES give maxi- 
mum foot comfort and are exceptionally good looking—and they 
wear longer, too. That’s why repeat business is so easily built up 
on PROVEN ARCH SHOES. Build up your women’s business by 
“cashing in” on the national advertising behind this wonderful 
line of shoes. 


CERTIFIED SHOE CORPORATION 


(Formerly Stonefield-Evans Shoe Co.) 
ROCKFORD, ILLINOIS 


When writing to advertisers please mention Boot anp SHOE RECORDER 
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Patent leather with reptile trim- 
ming is doing nicely in the demand. 
Most of the style directors predict 
that there will be some deviation 
from this trend later and at present 
this change is being felt. Patent 
leather, it was stated, would prob- 
ably be plainer in effect later in the 
season. Colored kid shoes are re- 
ceiving prestige in the call with tan 
and rose beige sharing first honors. 
July in all houses showed tremen- 
dous increases in shipments over 
the same period of a year ago. Pre- 
dictions for August are that equal 
gains will be scored. 





CINCINNATI 





Heavy Bookings 


T’S salesmen’s vacation time in 

the manufacturing industry 
right now with bookings for ship- 
ments up until Sept. 1 to Oct. 15 in 
nearly filled to the last line. 

Cincinnati factories are humming 
with activity and faith in the be- 
lief that the humming will continue 
uninterrupted into next year per- 
meates the section. The selling 
forces are scheduled to start out 
again around the end of this month 
with reconstructed lines and plenty 
of new numbers to show. 

Credit conditions are satisfactory, 
as the merchants seem in good gen- 
eral shape to meet obligations on 
early fall purchasing with prompt- 
ness. 

Defining beauty—the kind of real 
beauty that hardly anyone would 
dare call otherwise, is what the 
manufacturers are striving to in- 
terpret in terms of shoe design for 
wearing during the year’s final 
quarter and into the coming year. 
Beauty as distinguishable from the 
noveltiness bordering on the bizarre 
which has been so prevalent during 
months past. Death to oddity, zig- 
zag overlays, futuristic effects, etc. 
No overdose of “simplicity” either, 
but beauty conjuring thoughts of 
graceful elegance and true artistry. 


Manufacturers Optimistic 


ILWAUKEE shoe factories are 

very busy working on their fall 
lines, and the volume of fall orders 
already received has left manufac- 
turers in a very optimistic frame of 
mind regarding the fall outlook. A 
number of factories have incréased 
production to a very appreciable de- 
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gree during the past six weeks, en- 
couraged by the response to early 
fall lines. 

The color trend seems to be 
strongly to darker shades in this 
city. Manufacturers of men’s shoes 
state that a larger proportion of 
blacks are being sold than for many 
years past. In women’s shoes, a 
marked trend to black has been 
noted. Patents are leading, with 
satins taking an important place. 
Although reptiles and reptile trims 
were very favorably mentioned a 
month or two ago, interest in them 
seems to be dying out because of the 
strong position accorded to blacks. 
A medium heel is being featured in 
local lines, and it is finding favor 
with the merchant. A box heel run- 
ning about 14/8 is figuring promi- 
nently in early orders. There is still 


Want Cheaper Shoes | 


Brockton.—Shoe buyers in 
the Middle West and Western 
States “are making a great cry 
at the present time for the 
shoe to retail at $4,” Walter P. 
Field of the Field Bros. Shoe 
Co. of North Middleboro de- 
clared, following a trip 
through the big cities of the 
country excepting those in the 
Pacific region. 

Following his survey, the 
Field Bros. Shoe Co. has de- 
cided to turn out a shoe at this 
price. The factory at present 
is running at capacity, produc- 
ing about 600 pairs a day. He 
says the concern has business 
enough to keep going until 
nearly the first of the new 
year. 

















— ——————— 





some call for a 17/8 spike heel, but 
the volume is limited principally to 
dress shoes. 

Local tanners also find things 
looking a little more favorable as the 
fall demand is picking up. Heavier 
weights are moving for fall, and 
here also the demand for darker 
shades is regarded as noteworthy. 


Women Win Free Shoes 
for a Year 


AUBURN, ME.—The ten best letters 
submitted in the Free Shoes for a 
Year Contest run by the Ault- 
Williamson Shoe Co., of this city, 
makers of the Constant Comfort and 
Constant Style Shoes, in several 
Eastern metropolitan dailies, were 
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received from the following women: 

Mrs. Eva R. Gregory, 3 Grant 
Street, Needham, Mass. 

Miss Helen R. Smith, 35 Walde- 
mar Avenue, Winthrop, Mass. 

Miss N. E. Swain, 1299 Massachu- 
setts Avenue, Cambridge, Mass. 

Mrs. A. J. Waterman, 335 Park 
Street, Dorchester, Mass. 

Miss Anne E. Bancroft, Wellesley 
Hills, Mass. 

Betsey Logan, 2125 North 
Twentieth Street, Philadelphia, 
Pa. 

Mrs. William Kranso, 288 High- 
gate Avenue, Buffalo, N. Y. 
Mrs. Marie Kessler, 151 Knowlton 

Avenue, Kenmore, N. Y. 

Mrs. M. Hoadley, 71 Knowlton 
Avenue, Kenmore, N. Y. 

Mrs. K. Benzenger, 257 N. Park 
Street, Buffalo, N. Y. 

The contest was based on the 7 
Points of Merit built into these 
shoes, seven features which enable 
the makers to combine real foot 
comfort and good looks. 

Each contestant was asked to tell 
which of the famous 7 Points gave 
her most comfort, and why. 

This contest was a feature of the 
newspaper campaigns in Boston and 
Buffalo this spring on Constant Com- 
fort and Constant Style Shoes, both 
as an aid to sales in these cities and 
as a test of types of advertising ap- 
peals. The result of the test will be 
reflected in the Ault-Williamson 
national advertising campaign for 
1926-1927. 

The Free Shoes for a Year Con- 
test is an idea which could be used 
locally with great effectiveness by 
distributors of Constant Comfort 
and Constant Style Shoes. Such a 
contest would create a lot of local in- 
terest and bring retailers running it 
an immense amount of free publicity. 

The Ault-Williamson Shoe Co. will 
be glad to give complete details upon 
request. 


Holds Sales Conference 


CHIPPEWA FALLs, Wis.—The Chip- 
pewa Shoe Manufacturing Co. held 
its annual sales conference here the 
latter part of July under the direc- 
tion of J. B. Piotrowski, president 
of the firm, and John Kelly, sales 
manager. Those who were brought 
in from the road by the conference 
included Phil Schuman, Houston, 
Tex.; B. Cleary, Butte, Mont.; J. 
Cudmore, Devil’s Lake, N. D.; C. M. 
LeVally, Portland, Ore.; C. J. Stull, 
Columbia, S. C.; W. H. Murphy, 
Utica, N. Y.; J. Anderson, Grand 
Rapids, Mich.; C. A. Carlson, Iron 
Mountain, Mich.; and Mrs. P. J. 
Gross, Los Angeles, Cal. 





BOOT AND SHOE RECORDER 


August 14, 1926 














No. 744— 

Uppers of 

Wolverine 
Cordovan Horsehide. Horschide Fiex- 
ible sole. Goodyear welt sewed 


-) 2.000.000 
Steps 0 Wear 
g Workshoe 


O WONDER thousands of shoe dealers 
carry only the Wolverine Cordovan 
Horsehide Work Shoe! 


Think—here is the only work shoe in America 
(so far as we can learn) which is made of the 
finest and most serviceable leather for work 
shoes—Cordovan All-Horsehide—taken from 
the horse’s hips. That is why Wolverine 
Work shoes stay soft even after months and 
years of wear. That is why so many Wolver- 
ine Work Shoes (by actual tests) have lasted 
for a ‘thousand miles—two million steps of 
wear. 


Yet the prices are surprisingly low, due to 
Wolverine economy in selling direct to you 
from our own tanneries and shoe factories. 


How to Increase Work Shoe Sales 


You can be the exclusive dealer in your com- 
munity for these fast selling work shoes. 
Let us show you how the Wolverine plan can 
help you win leadership in work shoe sales. 
Send for sample today. 


WOLVERINE 


Shoe & Tanning Corporation 
Dept. K 3, Rockford, Mich. 


“A hundred years of specializing on good work shoes” 


“HUBTIP” “No-Metal- 
Tip” Shoe Laces Make 
Your Findings Case More 
Attractive. 


Attract the Eye and Profits Accrue 
with Goods of Quality 


“HUBTIP” Cabinet Containing 72 Single 
Pairs. Striking Three Color Cartons Sure to 
Draw Attention. 

“HUBTIP” Individual Carton Keeps Laces 
Clean and in Good Condition. Easy to 
handle. 


Light Tan—Brown—Black 
A GOOD—STRONG—READY SELLER 


“HUBTIPS” 


No Metal Tips—Braid from Tip-te-Tip 


Manufacturers 
F. W. WHITCHER CO. 
332 Albany Bldg., Boston 











KNOBETTE TIES 


ART SILK 
Black, Tan, Blonde, 
Gray, Parchment, White. 


doz. pr. $1.90 
doz. pr. 2.25 


No. 104—Cord Effect 
Knobettes, alone, 
per doz., 25c. 
No. 105—Fliat Braid 


LINCOLN STORE SUPPLIES COMPANY 
1508 Washington Ave., ST. LOUIS, MO. 


Novelty Findings to Retailers and Shoe Manufacturers 




















These shoes are so beautifully made they 
create an irresistible desire to purchase 
and wear them. Rich, lustrous, perfect- 
ly finished kid is used for uppers and 
bottom stock is selected with greatest 
care. Tufted insides are a comforting 
invitation fo the feet to rest easy. 
There’s plenty of year ’round 
business for merchants who 
specialize on my line. 


A. W. GREELEY 


Manufacturer 
Haverhill Mass. A 
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When an intricate pattern was the basis of 
style, it was comparatively easy to cover 
up poor workmanship. 


Z 


toes 


sac 





But in this day of plainer styles, good 
shoemaking comes into its own as a 
style factor. 


This is particularly true with the $5.00 
Retailers* Mitchell-Welch makes — 
looking as they do, so much like 

their higher-priced counterparts. 


Mitchell- Welch Shoe Co. 


163 Commercial St. West Lynn, Mass. 
Boston Salesroom: 89 Bedford St. 


*Sold in cases of 
36-pairs-on-a-width 


When writing to advertisers please mention Boot anp SHoz REcoRpER 























































(P).. A. PACKARD CO., Makers 
BROCKTON ___ 


















NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 



















Stacy Adams Co. 
Manufacturers of 


MEN’S FINE 
SHOES 


Brockton, Mass. 
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Utz and Dunn Retiring from Business 
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Factory Sold to W. B. Coon Co. 


ROCHESTER. — Announcement was 
made Thursday of last week, that 
Henry J. Utz and William H. Dunn, 
constituting the Utz & Dunn Co., 
manufacturers of women’s high 
grade footwear for the past forty- 
five years, have disposed of their 
large modern shoe factory building 
in Canal Street to the W. B. Coon 
Co., women’s shoe manufacturers, of 
Rochester, and that Mr. Utz and Mr. 
Dunn will retire from business on 
January 1, 1927, to enjoy a well 
earned vacation. It is understood 
that plans are under consideration 
among a number of the older de- 
partment heads and salesmen of the 
Utz & Dunn Co. looking toward the 
probable organization of a company 
to carry on the business and con- 
tinue the manufacture of the Utz 
& Dunn lines, which are among the 
best known and most highly regarded 
lines of women’s shoes in the United 
States. 

In connection with the announce- 
ment of the firm’s plans to, retire 
from business at the beginning of 
the year, it was stated emphatically 
that all orders which have been 
placed will be filled with the same 
high grade of materials and work- 
manship that have always character- 
ized the Utz & Dunn products and 
that an opportunity will also be af- 
forded customers of the firm who de- 
sire to secure an additional supply 
of shoes to carry them through the 
fall and winter seasons, or until 
they can make other satisfactory ar- 
rangements, to place further orders 
which will receive careful attention. 
Cutting will continue until about 
September 1, if necessary, and there 
will be ample opportunity to take 
care of present and future orders be- 
fore the factory is turned over to 
the possession of the W. B. Coon Co. 

During the years that they have 
been engaged in business, the Utz 
& Dunn Co. have shipped out of 
Rochester many millions of pairs of 
shoes and distributed millions of dol- 
lars through their pay rolls to the 
citizens of Rochester. The connec- 
tions of the company have been 
world-wide, offices have been main- 
tained in London, Paris and other 
foreign points and shoes have been 
shipped to China, Australia, Africa 
and many European countries as 
well as to cities, towns and hamlets 
in every state in the Union, also 
Alaska and the Hawaiian Islands. 

The history of the Utz & Dunn 
business dates back to about the year 


1880, when Mr. Utz, who had learned 
the shoemaking trade in Germany, 
came to Rochester from Auburn as 
an employee of Sartwell, Hough & 
Ford, whose shoe manufacturing 
plant was moved here from the lat- 
ter place. Soon afterward, Mr. Utz 
decided that his best prospects for 
the future lay in making shoes on his 
own account and he started in busi- 
ness under the name of the Roches- 
ter Slipper Co. in the old Stewart 
Building at Andrews and Water 
Streets. At this time Mr. Dunn was 
engaged in the tobacco business in 
Andrews Street, and as Mr. Utz 
frequently called at his shop, the 
two men became friends. At length 
they decided to form a partnership 
to engage in the shoe manufacturing 
business. 

Larger quarters became necessary 
and the factory was moved to an 
upper floor over the H. S. Hebard 
Marble Works, on St. Paul Street. 
Further progress necessitated a sub- 
sequent removal to the Bee Hive 
Building in Aqueduct Street. In 
1899 a building in Canal Street 
which had just been erected by J. 
Cunningham & Son Co., carriage 
manufacturers, was leased and 
equipped as a shoe factory by the 
Utz & Dunn Co. Later the building 
was purchased and in 1910 its capa- 
city was doubled by the erection of 
the present modern plant, which is 
regarded as one of the best equipped 
shoe manufacturing plants in the 
country. It is equipped with every 
known device for the health and 
comfort of the workers, many of 
whom have been in the employ of 
the company for a great many years. 
In addition to the factory personnel, 
the company has maintained about 
twenty-five salesmen, covering all 
parts of the country. 

For a time the company manu- 
factured both women’s shoes and 
sizes for children, misses and grow- 
ing girls. but some years ago the 
juvenile lines were discontinued and 
since then the concern has concen- 
trated on its women’s lines, which 
were advertised extensively under 
the descriptive slogan “Style Shoes 
of Quality.” In addition to its 
strictly style lines, the company 
owns the rights and trade names for 
several specialized lines, including 
the Heel Hugger and Arch Brace 
shoes, the Dr. Edison Cushion sole 
and others, which have been nation- 
ally advertised in many of the fore- 
most women’s publications. 
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BOOT AND SHOE 


A Pair of Good Display Figures 
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88-90 Reade St. New York 
AUCTION TRADE SALES 


SHOES and RUBBERS 
Every Wednesday and Friday 





















Miss Dorothy Hayes 


After all, it is the way a shoe 
looks on a woman’s foot that deter- 
mines its salability. It is the real- 
ization of this fact which has led 
to the increasing use of models in 
presenting merchandise for the ap- 
proval of buyers. Two models, 
Miss Mary Donnelly of Springfield, 
Mass., and Miss Dorothy Hayes of 








Miss Mary Donnelly 


Boston, were used during show 
week in Boston to present the styles 
created by the United States Shoe 
Company of Cincinnati at the com- 
pany’s sample rooms in the Hotel 
Essex. They were busy most of the 
day as Boston has seldom seen such 
an influx of merchants as in the 
midsummer market week this year. 














Russ Block Sold 


HAVERHILL—The Russ Block, 476 
River Street, this city, formerly oc- 
cupied by the S. & S. Shoe Co., and 
one of the largest uptown shoe 
manufacturing establishments, was 
sold this week to the Jordan & 
Bonin Furniture Co., this city. The 
building, of brick, five stories in 
height, and containing over 60,000 
sq. ft. of floor space, had been un- 
occupied for several years. The 
furniture firm will utilize the space 
for sales and storage purposes, be- 
ing directly across the street from 
its main warehouse. The building 
was originally that of the George 
W. Russ Shoe Co., later being 
bought by Louis Gorevitz of the 
Wright-Gorevitz & McNamara Shoe 
Co. and under lease by Samuel Sha- 
piro of the S. & S. Shoe Co. 


New Boston Office 


LYNN.—Women’s Novelty Shoe 
Co., successors to the Lynn Maid 
Shoe Co., has opened a new Boston 
Office at.76 . Lincoln Stacet, — 
Hanibuger is}in:charie:m 


Two New Shoe Stores 
in Cleveland 


CLEVELAND.—Two new shoe stores, 
both operated by men of successful 
retail experience, have been opened 
in outlying districts of Cleveland. 

The Miller chain of shoe stores, 
one of the largest and most success- 
ful in Cleveland, has been extended 
by the addition of a new store on 
Detroit Avenue, between Cook and 
Gladys Avenues. This is in the 
heart of the shopping district of 
Lakewood,, a suburb of Cleveland 
that has a population of nearly 100,- 
000. The new store will carry a gen- 
eral line of shoes. 

P. Suard has opened a new store 
at E. 79th Street and it will be oper- 
ated by his son, Harry, who has re- 
signed a position with Otis & Co., 
investment bankers. Harry has as- 
sisted his father at various times in 
stores operated by the senior Suard, 
who operates three retail shoe stores 
in Greater Cleveland. The father is 
one of the older shoe merchants of 
this city, and he is one who is pre- 
dicting a prosperous half year dur- 


Ang'the last ‘six frionths of” the pres- 
lent year. °° 
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STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLE*’’ 
“They've Cot to Be Stetson 
to Be Snappy” 
THE STETSON SHOE CO., In 
Seuth Weymouth, Mass. 











est Virginia 


Fibre Board 


The high reputation of its users 
is significant of its merit. 
Pulp Product Department 
West Virginia Pulp & Paper Company 
hicago 


Detroit New York 








T. W. Godsoe, Pres. F. E. Jones, Treas. 
W. G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 


95 SOUTH STREET BOSTON, MASS. 








The One 
Waterproof 
Leather That 
Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danversport, 95 South St, Boston, Mase. 






































Highest Grade Turn 
Mules and D’Orsays. 
Satins, Kids and 
Fancy Patterns. 
Samples sent on 

uest. 








THE FASHION SLIPPER MFG. am 
56 Myrtle Ave., Brooklyn, N. Y¥ 











PARISTYLE FOOTWEAR MFG. CO. INO. 


New York Office, = m 1116, 328 irway 


HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and +—~4 Patterns. 


wa 3g St 














Write for Prices 
SEST-EVER SILPPER CO., Inc, BROOKLYN, N. ¥. 








Novelty Slipper Co. 








Makers of 
Boudoir Slippers of the 
Better Kind 
121-131 West 19th Street 
SY a New York City 
00te ' 
- =. -@ap, 
The Quality 

























MAZER BROTHERS 
Newest Importations 
Cut Steel and Rhinestone 


SHOE ORNAMENTS“ 
Studded Heels 
6°8 W.22nd St.New York,N- 


CEON WEIC” 


LOUIS J. COBLENTZ, Mgr. 
Marbridge Bldg..New York 


IMPORTED BUCKLES 


From our own Paris Works 
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A Rhyming Craft 
Shoemen Win $100 in Reyco Buck-El-on Contest 


There have been shoe shoemen 
poets from the beginning of civili- 
zation. For there is something 
about a shoe and its accessories 
that has ever brought to the hu- 
man mind reminiscences of min- 
strelsy and the mysteries of the 
craft. The recently concluded 
Reyco Buck-El-On Contest, with 
cash awards amounting to $100, has 
brought to the editor’s desk suffi- 
cient evidence to prove that we do 
not have to give all of the honors 
to the bards of ancient Greece or 
Rome, and that there are thousands 
in the present-day industry whom 
the muse has inspired to sing a 
song of footwear. 

Perhaps in the early nineteenth 
century, the gentle John Greenleaf 
Whittier, “The Shoeman Poet,” led 
the way to modern shoemen’s ef- 
forts, the while he wrote graceful 
verse about shoes and folks by the 
banks of the Merrimac, with the 
women’s shoe town of Haverhill 
looking on encouragingly. Be that 
as it may, the hundreds of jingles 
reviewed here, which were received 
in response to the page announce- 
ments of The Reynolds (Reyco) 
Company appearing in the Boot 
and Shoe Recorder in the contest 
ending July 31, shows conclusive- 
ly that the members of the present- 
day industry have lost none of their 
reputation for rhyming. 

Responses were ‘received from 
the Pacific Coast—from the South— 
from the West—from New England 
—and even Canada sent a goodly 
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quota of jingles. The judges in this 
Buck-El-On Jingle Contest were: 
Arthur D. Anderson, editor of the 
Boot and Shoe Recorder; James 
H. Stone, publisher of The Shoe 
Retailer, and P. F. Girard, presi- 
dent of the National Retail Shoe 
Salesmen’s Association. 

The first award of $25 went to 
Jack Carrodus, with Katzinger 
Brothers, 2009-11 Atlantic Avenue, 
Atlantic City, N. J.; the second 
award of $15 was made to Nelson 
B. Wells of the Barbour Welting 
Company, 12 High Street, Boston; 
the third award of $10 was made to 
W. A. Mitchell, care of the Hud- 
son Bay Co., Calgary, Alberta, 
Canada; the next ten awards of $5 
each were made as follows: James 
J. Arner, Arner Boot Shop, 605 
Main Street, Clarion, Pa.; R. M. 
Landon, Bryn’s Boot Shop, 1016 
Walnut Street, Kansas City, Mo.; 
Herman Freud, Bernstein’s Shoe 
Store, 123 Ditmas Avenue, Brook- 
lyn, N. Y.; Mrs. Mabel E. Peck, 
Western University, Kansas City, 
Kan.; M. Horvitz, Room 212, United 
Shoe Machinery” Corporation, 205 
Lincoln Street, Boston; William H. 
Paitlo, Rowland Hill Shoe Store, 
189 Dundas Street, London, On- 
tario, Canada; Irma Beth Fitz, Mil- 
ler’s Shoe Store, 106 East Washing- 
ton Street, Jefferson, Iowa; Reuel 


K. Radcliffe, Smith’s, Sheldon, 
Iowa; Martha Holabird, 444 Wil- 
kerson Street, Huntington, Ind.; 


William G. Smith, W. L. Douglas 
Shoe Co. 




















Nesselson’s to Open Another 
Shoe Store 


ALTOONA, PA.—There will shortly 
be another Nesselson shoe store in 
Altoona, the announcement just hav- 
ing been made by L. E. Nesselson, 
proprietor of a chain of retail and 
wholesale stores in this city. The 
new store will be “at home to 
friends” at 1413 Eleventh Avenue, 
in the Goodman & Levine building 
and will occupy two floors, the street 
floor being for general business and 
display, with a bargain basement. 

The front of the building has been 
remodeled to suit the special needs 
of the shoe industry. A new front 
has been installed; steel shelving has 
been placed and the entire room is 
modernized as to make it a model of 





beauty and convenience. Mr. Nessel- 
son needs no introduction to the pub- 
lic in Altoona, his reputation as a 
shoe dealer and shoe fitter, and his 
attractive prices, being known to 
every purchaser of shoes in the busi- 
ness zone. 


Sell Walk-Over Store 


OsHKOSH, Wis.—The Walk-Over 
Boot Shop, 163 Main Street, has been 
sold to the Klavon Salvage Co., at 
about 50 cents on the dollar, and the 
entire stock is being sold at greatly 
reduced prices under the direction 
of the purchasers. Both men’s and 
women’s shoes, house slippers and 
rubbers are included in the stock, as 
well as a small quantity of hosiery. 
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Miss Educator Is Chosen 


BOOT AND SHOE RECORDER 


Rice & Hutchins Hold Beauty Contest 


BosTon.—One of the most inter- 
esting features of the recently held 
Rice & Hutchins, Inc., first annual 
outing, at Pemberton, Mass., was a 
beauty contest for the purpose of 
choosing the most charming young 
woman among its workers as Miss 
Educator for 1926-27. The judges 
awarded the silver cup—with the 
following points in mind —charm 
and goodness of face, form, graceful 
carriage, refinement, and beautiful 
feet. Miss Irma Oldham, of the 
Rockland, Mass., factory, walked 
away with the honors in a contest 
including 1,000 participants, who 
marched around the big dance hall 
to the strains of an eight-piece or- 
chestra. When the picking nar- 
rowed down to only four beautiful 
girls, the men judges, including 
John Hughes of Hughes & Tansey, 
Boston, decided that it was too much 
of a problem for them and Helen M. 
Haney, of the RECORDER’S editorial 
staff, was appointed final arbiter. 

Miss Oldham wore a pale yellow 
silk knitted sweater and white sport 
skirt. Her tie was of black, her 
hosiery white chiffon, and her shoes 
a pair of white kid dress sport 
pumps with patent leather trim on 
the Rice & Hutchins new French 








“Miss Educator” 


last, 17/8 heels. A dinner was 
served at the Pemberton Inn, pre- 
ceded by a fine program of sports. 
W. B. Rice, 2nd, son of the president 
of Rice & Hutchins, Inc., was honor- 
ary chairman of the outing commit- 
tee. The affair was promoted by 
Thomas F. Madden, retail shoe sales- 
man at the men’s shoe department 
of the Willson’s Shoe Shop, Boston. 
Mr. Madden was chairman of the 
outing committee. 











Big Entry List for N. E. 
Shoe-Leather Golf Meet 


BosTton.—A large number of en- 
tries has been received for the sec- 
ond annual New England Shoe and 
Leather Golf Tournament which 
will be held all day Tuesday, Aug. 
17, at the Wollaston Golf Club. 
Many of the 139 men who entered 
last year’s competition have signi- 
fied their intention of participating 
again this year and interest is keen. 

The championship cup was won 
in 1925 by George H. Reid of the 
Norfolk Japannery with. a gross 
score of 79. 

This year several prizes have 
been hung up for the players to 
shoot at. Besides the champion- 
ship cup for the low gross, prizes 
have been offered for the second 
best gross, the six best net, the best 
first nine holes, the best second 
nine holes, the best gross in the 
shoe manufacturing division, best 
gross in the leather division, best 
gross in the allied industries divi- 
sion and a special prize for hole in 
one. The tournament will be con- 











ducted under the rules governing 
18-hole medal handicap play. En- 
trants and visitors may have lunch 
or dinner served them at the club, 
special arrangements having been 
made. 

Entry blanks have been mailed 
to a long list and others may be ob- 
tained from Arthur L. Evans, 166 
Essex Street, Boston. Entries 
should be mailed to Everit B. Ter- 
hune, 207 South Street. 

In addition to these two men, the 
committee in charge consists of 
Karl H. Mosser, T. L. Tewksbury, 
Fred G. Thayer, J. F. Murphy, Will- 
iam J. Fallon, B. Walter Godsoe, 
Charles H. Furber and William A. 
Spalding. Messrs. Mosser and 
Tewksbury comprise the committee 
in charge of prizes. 


Copperhead Complete 
LYNN.—The Burdetts are bring- 
ing out a Regina pump of copper- 
head calf, a new snake skin grain, 
and the throat of the shoe is orna- 
mented with the figure of a copper- 
head snake. 


# WHERE TO BUY" 


Women’s Novelties 
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You'll “fall” for our 


25> FALL STYLES “<2 


Samples sent and returnable at our 

$3 to % Sellers. 
SAMUEL COHEN SHOE CO. 

72-82 Lineoin St. 


4 





Boston, Masa 
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BALLET SLIPPERS—IN STOCK 
of the unusual kind 


Style B102 i. Gand 
Kid, Sof 


Women’s, 2 


SCHWARTZ & HERDER, oy 
Specialists in Ballet Manufacture 
241 No. 11th Street - Philadelphia, Pa. 
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IN STOCK 
BLACK BALLET SLIPPERS 





BLOG SHOE CO., INC. 
147 Duane St., New York, N. Y. 


$1.25 pr. 
r. 


$1.15 pr. 

















Mkt. St. 


America’s Favorite 


Restores Color 


Preserves Leather 
Beautifies Footwear 
Makes Ol1 Shoes Look New 
THE NU-SHINE CoO. 
Reidsville, N. C. 











Information for Shoe Merchants 

“Where to Buy” consti- 
tutes a source of knowledge 
so that-he. who runs through 
these pages: may read—and 
learn, _ 




















ttsfield, N. 








DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 











“ELAM” 
Flexible Turn Shoes 
Per the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 


Boston Office, 183 Essex Street 

















:( ot POSHER 


WILL BUILD A BIGGER 
AND MORE DEPENDABLE 
CHILDREN’S BUSINESS 
“Write for Agency Plan 
Dr.A Posner, SHOES, tne. ‘9° “SRST MORAG Odurar me OX 











ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe Catalogues and 
Shoe Booklets 


201 South Street Boston, Mass. 
Telephone, LiBerty 8673 











Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 


uick service is a time 


feature in Lond 
ng immediate needs. 
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Foot Clinics Help Sell More Shoes 


CLEVELAND.—Retail shoe dealers 
in this city are watching with inter- 
est the convention of the National 
Association of Chiropodists, which 
convened August 2, in Hotel Statler 
for a three days’ session. 

The convention had under consid- 
eration the establishment of a muni- 
cipal foot clinic in Cleveland, with 
branches, so scattered that people all 
over Greater Cleveland, would have 
opportunity to obtain treatment and 
examination with minimum travel. 

It is proposed by the visitors that 
treatment be given policemen, post- 
men, teachers, nurses, and others. 
Also that styles of shoes be recom- 
mended in certain cases. 

The discussion of this subject was 
led by Dr. Joseph Lelyveld, chief of 
a municipal clinic at Boston. Three 
hundred patients were treated there 
the first year and this has grown to 
17,000 in the third year of the clinic. 

Care of the feet has resulted in 


increases in sales of shoes, according 
to speakers on the program. There 
is a rigidity about new shoes that is 
not present in the older ones, and the 
new shoe will hold parts of the feet 
in the proper position, where the old 
one will not, is the argument that 
was advanced. 

Orthopedic clinics in charge of 
leading chiropodists were held dur- 
ing the convention. Dr. R. H. Gross 
of New York City, was in charge of 
the surgical clinic. Seventy-five of 
the leading chiropodists of the coun- 
try performed service at the clinics. 
Cleveland people were patients. 

Many retail merchants report that 
there has been an increase lately in 
sales of shoes that are made specifi- 
cally to support the arches, and to 
meet the wants of persons who have 
defective feet. Propaganda of chi- 
ropodists is said to be responsible for 


this. 








New Firm May Locate in 
Brockton 


BRocKTON.—A new shoe firm 
which specializes in the manufac- 
ture of $4 retailing shoes soon may 
locate here if it gets any encourage- 
ment from the Boot and Shoe Work- 
ers’ Union and the Brockton Cham- 
ber of Commerce. The concern is 
dickering for the factory on Center 
Street formerly occupied by the A. 
E. Little Shoe Co., which recently 
consolidated its business in Lynn 
and now is continuing production on 
a much smaller scale following reor- 
ganization. Silas Gardner, owner of 
the seven-story factory, personally 
has filed application with the Joint 
Shoe Council here, for a schedule 
of prices permitting the manufacture 
of the shoe which the concern wishes 
to make here, and the union officials 
have been directed to be expeditious 
and give every aid possible that the 
new business may be obtained for 
Brockton. 


Olson Co. Holds Picnic 


CHIPPEWA FALLS, WIs. — More 
than 200 people attended the picnic 
held at Hallie Electric Park by the 
Olsen Shoe Co. local shoe manufac- 
turers. Employees of the company 
with their families made the trip to 
the park by street car or automobile 
and participated in races, games and 
other forms of entertainment. Due 
to frequent showers, refreshments 
were served in the factory building 
at the close of the afternoon. 


Michael Fitzsimmons Dead 


FOND Du Lac, WIs.—Michael Fitz- 
simmons, pioneer shoe dealer of this 
city, died at his home here, closing a 
long career in the retail shoe busi- 
ness. Mr. Fitzsimmons founded the 
M. Fitzsimmons & Sons shoe store, 
which has been taken over by his 
sons since the elder Fitzsimmons re- 
tired from active business. Requiem 
mass was solemnized by the Rev. J. 
P. Fitzsimmons, a brother of the 
deceased. The store was closed out 
of respect to its founder from the 
time of his death until after the 
funeral. 


Install New Sign 


CHIPPEWA FALLS, WIsS.—Segel’s 
Shoe Store has installed a new and 
larger electric sign on the front of 
the building, replacing a smaller sign 
that has been in use for a number 
of years. The new sign reads, 
“Segel’s, The Florsheim Shop,” the 
letters being hand illuminated and 
lighted by a 100 light electric border. 


New Red Cross Store to Open 


NEw YorK—An exclusive Red 
Cross Shoe Store will be opened at 
5 West Fiftieth Street about Sept. 1. 
The store room is being extensively 
remodeled and the fixtures and fit- 
tings will be in keeping with the 
character of "agg on this high class 
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When In CHICAGO 


Enjoy your stay—at the New 


MORRISON HOTEL 


Madison and Clark Streets 
Tallest—and Most Economical—H otel in the W orld—46 Stories High 


OR a number of years the 

Morrison Hotel has been the 
chosen headquarters in Chicago of 
American shoe manufacturers, their 
representatives and out of town 
dealers. It offers an environment 
and service unsurpassed by the 
most expensive hotels, and yet it 
maintains a scale of rates lower 
than that of any other hotel of 
high recognition. 


Closest to Offices, Stores, 
Theatres and Railroads 
Rates, $2.50 Up 


At this location, the most central in the 
city, the large revenues from subleased 
stores pay all the ground rent, and the 
total saving is passed on to the guests. 
It is therefore possible to engage rooms 
here for $2.50 to $5 that would rent at $5 
to $8 elsewhere. 


1944 Outside Rooms 
Each with Bath 


Every room has bath, running ice water 
and Servidor, the latter insuring abso- 
lute privacy with its “grille” feature. 
There is a special housekeeper on each 
floor, and all guests enjoy garage service. 
Stores, theatres, offices and depots are 
nearer than to any other hotel. 


Ideal for Conventions 


The Cameo Room, seating 2000, and 
the “dance and dine” Terrace Garden 
are among those of the Morrison’s at- 
tractions that have made this the favor- 
ite hotel in Chicago for trade gatherings 
and meetings of all kinds. Convention 
managers also find the broadcasting ser- 


orrison, when largest and : ° 
— we ny hotel, Bans ay high with 3400 = vice a great advantage—Station WSWS. 


Write for Reservations or Telephone State 8700 
Special Convention Rates on Application 
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TONY The increasing call for TONY GOLD 
in fall orders is no doubt due to the 
fact that it is not extremely light in 


GOLD tone—but a smartly conservative yel- 


low shade. 


TONY Many buyers predict that this always 


popular fall shade will be more than 


] AN ever favored in the coming season. 


Our newest tan shade for fall, made 
TONY in conformity with the newly pre- 


scribed STROLLER TAN, is in 


HENN A — demand for highest 


Buyers for large metropolitan stores who have a reputation at 
stake for color correctness as well as quality, significantly prefer 


CREESE & COOK Leathers. Be guided by their example. 


Tony colors include,—TONY GOLD, TONY TAN, 
TONY HENNA, TONY BROWN, TONY AUBURN, 
TONY BURGUNDY, TONY RED, TONY BLACK. 


CREESE 
OF eke) .1 


(OR © a, Ge <a. Uy am 4 
95 South St. 


TANNERIES ime eo P. A. HENRY & CO. 
DANVERSPORT, MASS. ' F } 706 Broadway, Cincinnati, 0. 
SILVEY & CHRISTMAN ONC ee) Leather Trades Bldg. 

82 Gold Street BL 70 g St. Louis, Mo. 
New York City oe in US 62 Mason St., Milwaukee, Wis. 


When writing to advertisers please mention Boot anp SHor Reconvgr 
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“The Shoes You Order Are the Shoes You Get’ 


A 


= 
Men 











To retail at $7.00 to $8.00 


We Never Stop Working 


for Our Customers 


When we sell a merchant KNOX Shoes our 


work for him has only just begun. 


From that time on we are doing everything we 


possibly can to help him sell KNOX Shoes. 
TO SELL, with us, means also TO SERVE. 


HUCKINS & TEMPLE 


INC. 


Factory Boston Office 
MILFORD, ' > 135 
MASS. LINCOLN ST. 


Ben Teasdale, Western Representative, 324 Republic Bldg., Chicago 


GENUINE PIGSKIN 


ON KIPPY LAST 
ARMSTRONG CORK BOX TOE 
_ ROPE STITCHED ALL 
AROUND SOLE AND HEEL 
LARGE INVISIBLE EYELETS 


When writing to advertisers please mention Boot anp SHor REcoRDER 
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Uncle George 
is pleased! 





To the many inquiring subscribers addressing the Boot 
and Shoe Recorder Information Bureau, Uncle George 


is greatly indebted. 


Their steady flood of questions are the steam which 
gives Uncle George the power to be of new service to the 
14,000 paid subscribers of this publication. 

For this co-operation Uncle George says, ‘Thank 
You!” 


And, he adds, “‘Keep the pressure up! I need your 
inquiries as much as you need the information I send 


9? 


you. 


ste Uncle 
HE frows 
Rasrge UX Hoiee 


Bureau Manager 





BOOT AND SHOE RECORDER INFORMATION BUREAU 


When writing to advertisers please mention Boot anp SHoz Recorper 
ooaH a0H- VA oO8 mosrstesue sit ctesartisacba of of s asl 
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CHURCHILL & ARBEinC 
oni & ARNE 
; Min Va. x, oe. 
BROCKTON (Cathpélig Station NURS: 
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DON T BE DECEIVED BY 
MERE APPEARANCE 


STERLING PATENT COLT and STERLING PATENT 
KID leathers are just as good and beautiful as 
they look—soft, flexible and enduring. They 
measure up to the highest standard of quality. 











J PATENT 


Sterling Colt Sterling Hid 


Sterling 


BRISTOL PATENT LEATHER COMPANY --- BOSTON, MASS. 





e+ See ee + 


— 











BOOT AND SHOE RECORDER 








Sherwood’s Fall Forecast 
The Barrett The Grace 


The slender One Strap with well built 
up sides and the Opera Pump will be 
the choice of smartly gowned women 
for the Fall Season with prominent 
tongue Colonial type also quite popu- 
lar—and these patterns certainly do 
look smart when made the Sherwood 
way by skilled Craftsmen. 
Shall we send Salesmen or Samples?— 
“Sherwood Shoes build business and 
Barrett Make Money.” 


SHERWOOD SHOE CO. 
ROCHESTER, N. Y. 


W YORK CITY PHILADELPHIA 





NEV CHICAGO 
Mr. Schneider, 907 Marbridge Bldg. Mr. Le Pine, 1618 Republic Bldg. Mr. Schoell, 119 So. 4th St. 
OAKLAND, CAL. LOS ANGELES, CAL. 
Mr. Kushins, care Roos Bros. R. L. Wall, Lankershim Hotel 
\ ‘1 4 { _ / A <<) ~ J Z 
7 Z = E> Za y —- y 


Specialists in 








Children’s 


While They Last—$2.00 N et : ag Telg 20 
Sensational Values hi 
in Men’s Nailed Work Shoes 


IN-STOCK 


Stock No. 1982—Smoked WILO Flexible Weit 
Blucher. Leather Counter, Heavy Drill Lining, Full 
Chrome Soles. 2%-5 (no heel) $1.50; 5%4-8 (spring 
heel) $1.75; 8%-11 (rubber heel) $2.00. 
No. 1980, Tan Calf. No. 1981, Patent. 
Prices as above. 


DR. KELLOGG SHOE CO., LYNN, MASS. 
587 Washington Street 
(Salesmen: Certain choice territories are open) 








STITCHDOWNS 
PLUG OXFORDS 
and 


Dry Welt “WeeUskide” Sport Sole SANDALS 
Black Elk. Tan Re-Tan IN STOCK 


T ith Halesol 
Packed 12 pairs to a case, in following sizes: 6—9; ae eee 


Bottoms 
6—10; 6—11; 7—9; 7—10; 7—11. Halesole Looks Like Leather: Wears Twice as 
Leng and Will Not Mar Floors 


For immediate shipment _ EE ee | SANDALS 
$2.00 Net F.O.B. Boston WG te ‘2 
5 t 8 
J. A. KE MLE R ' In view of the low price saetlis Ser te audios saabak 
“Always underpriced only case lot (36 pair) orders will be accepted. 
108 Lincoln Se, Boston LATO TAPEAR 6, CRAMEERLIN 
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of Dr. Scholl's Nu- 
Grip Heel Liner 













N a highly competitive field, mil- 
lions of pairs of Dr. Scholl’s Nu- 
Grip Heel Liner have been sold in 
every city, town and hamlet in Amer- 
ica on sheer merit. 

As a foot comfort necessity and a 
hosiery-saver nothing like it has ever 
been placed on the market. Its soft, sure, 
velvety grip, perfectly fashioned to the 
heel, is possessed by no other like device. 

If you are not selling Dr. Scholl’s 
Nu-Grip Heel Liner you are missing 
easily made and liberal profits. A won- 


Ir derful stimulant for low shoe and ho- 
C Ss siery sales! Stock it now! It is some- 
thing every man and woman needs. 

THE SC MEG. Co., I 
Nu-Grip Heel Liner. Ee 


1. Prevents stockings from wearing out 


Packed in attractive 
at the heel. counter display. Nu- 


2. Prevents low shoes from slipping at — Grips are made in four 
» the heel colors—black, white, 
. tan, champagne. Two 
3. Prevents delicately colored hose from cm. a pairs $2.25. 
staining at the heel. ao 

4. Prevents shoes rubbing at heels. 


5. Insures perfect fit at heel and ankle. 







































Get the benefit NOW of the tremendous Nu-Grip advertising in 
the Ladies’ Home Journal, Cosmopolitan, Woman's Home Com- 
panion, Delineator, and fifteen other great national magazines. 
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CHANGES IN BUSINESS 








FULLERTON, CAL.—Skillman & Van- 
dermast, shoes, etc., dissolved partner- 
ship; succeeded by W. H. Skillman. 

Lomita, CaL—J. W. Barnes, Inc., 
department store, discontinuing shoe 
line. 

LAKE WorTH, Fia—D. S. Cody, 
Inc. (branch Stuart, Fla.), shoes, etc., 
closed branch store at Stuart. 

LOVINGTON, ItL.—A. J. Hirt & Co., 
shoes, etc., succeeded by C. O. Throck- 
morton & Co. 

CHICAGO, ILL.—Dave Kaplan (13324 
Brandon Ave.), shoes, etc., removed to 
15412 Broadway, Harvey, Il 

Forest ParRK, ILu.—Kriesberg & 
Gaiber (7514 W. Randolph St.), branch 
Chicago (4948 Milwaukee Ave.), shoes, 
dissolved partnership; each continues 
alone—Kriesberg at Forest Park; 
Gaiber at 4948 Milwaukee Ave., Chi- 
cago. 

RUSHVILLE, Inp.— Shuster & Ep- 
stein, shoes, etc., reported sold out to 
John J. Perkins. 

SouTtH BEND, IND.—Charles Berlow 
(918 S. Michigan Ave.), shoes, ctc., 
succeeded by the Red Goose Shoe Store, 
Inc. 

Des MoInes, Iowa.—Sweeney Co., 
shoes, etc., incorporated with author- 
ized capital of $20,000. 

HuMBOLDT, Iowa. — Bradley-Kenseth 
Co., shoes, etc., dissolved partnership; 
succeeded by L. C. Kenseth. 

OscEoLA, Iowa.—Paul E. Jenks 
(“Jenks Shoe Store’), shoes, reported 
selling or sold out. 

ATTLEBORO, Mass.—Stillman’s, Inc., 
shoes, etc., incorporated with author- 
ized capital of $15,000. 

Boston. — Service Wood Heel Mfg. 
Corp., wood heel manufacturers, incor- 
porated with authorized capital of 
$10,000. 

Platin & McElroy (2179 Washington 
St.), shoes, succeeded by A. W. Platin. 

Prime Tanning Co., Inc., tanners, 
incorporated with authorized capital of 
$150,000. 

A. A. Simons (30 Cross St.), shoes, 
succeeded by Edward Adelson. 

HAVERHILL, Mass. — Haverhill Shoe 
Novelty Co., shoe novelties, incorpor- 
ated with authorized capital of $25,000. 

LOWELL, Mass.—Karlos Bros., Inc., 
shoes, etc., incorporated with author- 
ized capital of $10,000. 

Norwoop, Mass.—Morjos Shoe Co., 
Inc., shoes, incorporated with author- 
ized capital of $10,000. 

St. Louis, Mo.—I. Wohl Co., shoes, 
etc., incorporated with authorized cap- 
ital of $8,000. 

Hittssporo, N. H.—Kimball & Roach, 
shoes, succeeded by Goodnow & Derby. 

Assury, N. J.—Jack & Jill Boot 
Shop, incorporated with authorized 
capital of $125,000. 

BROOKLYN, N. Y.—E. Dalnekoff 
(Mrs.) (1221 Kings Highway), shoes, 
repairing, etc., succeeded by Samuel 
Dalnekoff. 

New York Ciry.—G. & M. Shoe Co. 
(not inc.) (108 Reade St.), wholesale 
shoes, discontinuing business. 

Herman Geckman (719 Ninth Ave.), 
shoes, reported sold out. 

Sawyer Shoe Co., Inc. (110 Reade 
Street), wholesale shoes, liquidating. 
PaTcHOoGuE, N. Y.—Gallo & Mylive- 


cek, Inc., shoes, reported changed name 
to Gallo Shoe Store, Inc. 

ROCHESTER, N. Y.—Rochester Shoe 
& Leather Co., wholesale shoes, re- 
cently commenced business here. 

BROOKLYN, N. Y.—David Pelcyger 
(1214 Kings Highway) (1227 Avenue 
U) reported sold out store at 1607 
Sheepshead Bay Road. 

Bucyrus, OH10.—Renkert Shoe Store 
(215 Sandusky Ave.), shoes, reported 
advertising to sell out. 

LORAIN, OHIO.— Allen Bros. Co., 
shoes, incorporated with authorized 
capital of $10,000. 

ALTus, OkLA.—Ashlock D. G. Co., 
shoes, etc., incorporated with author- 
ized capital of $25,000. 

Marcus Hook, Pa.—Miller & Mil- 
gram, shoes, etc., succeeded by Gurvitz 
& Feinberg. 

PENDLETON, ORE.—Bond Bros., shoes, 
etc., incorporated with authorized cap- 


ital of $200,000. 

PHILADELPHIA, Pa.— Philadelphia 
Shoe Novelty Co. (1210 N. Seventh 
St.), manufacturers of shoe ornaments, 
business discontinued. 

PALESTINE, TEX.— Blanchard D. G. 
Co., shoes, etc., incorporated with au- 
thorized capital of $40,000. 

EVERETT, WASH. — The Bootery 
(Stevenson & Gunderson), shoes, suc- 
ceeded by The Bootery of Everett, Inc. 


Business Reverses 


JULESBURG, CoL.— Victor R. Meline 
(“Vick’s Toggery”), shoes, etc., re- 
ported assigned. 

HARTFORD, CONN.—Louis Storch (251 
Asylum St.), shoes, reported petitioned 
into bankruptcy. 

HAVERHILL, MAss.—Becker Shoe Co., 
Inc., shoe manufacturers, reported of- 
fering to compromise at 25 per cent. 

SALEM, MAss.— Bouffard & Lebel, 
shoes, etec., reported petitioned into 
bankruptcy. 

WALTHAM, MaAss.—D. MacDonald, 
shoe repairing, reported petitioned into 
bankruptcy. 

St. Louis, Mo.—Charles J. Kopitsky 
(2640 Cherokee St.), shoes, reported 
petitioned into bankruptcy. 

KALAMAZOO, MicH.—Carl H. Brown 
(also known as Carl H. Bronn), shoes, 
reported petitioned into bankruptcy. 

BROOKHAVEN, Miss.—Max Priebatsch, 
Inc., shoes, etc., reported petitioned 
into bankruptcy. Reported offering to 
compromise at 25 per cent. 

HosBoKEN, N. J.—Louis Gross (124 
River St.), shoes, etc., reported meet- 
ing of creditors was scheduled. 

BROOKLYN, N. Y.—Well Built Shoe 
Mfrs., Inc. (823 Rockaway Ave.), shoe 
manufacturers, reported petitioned into 
bankruptcy. 

Mrs. L. Tuorto (L. Tuorto & Son) 
(1677 Bath), shoes, reported meeting 
of creditors was scheduled. 

OnTaRIO, N. Y.—Anthony Noto, 
shoes, etc., reported petitioned into 
bankruptcy. 

New York City.—Isaac Reisfeld 
(303 E. 170th St.), shoes, reported 
meeting of creditors was scheduled. 

MANSFIELD, OHIO.—Fogle Shoe Co., 






shoes, reported offering to compromise 
at 25 per cent cash. 

FREDERICK, OKLA.—Frederick Model 
Clothing Co., shoes, etc., reported of- 
fering to compromise at 30 per cent. 

HESHBON, PA.—Verasco & Mareole, 
shoes, etc., reported petitioned into 


bankruptcy. 

GREER, S. C.—Allen K. Steinberg, 
shoes, etc., reported petitioned into 
bankruptcy. 

Sioux Fauuis, S. D.—Bob & Nels 
Clothing Co., Inc., shoes, etc., reported 


offering to compromise at 20 per cent. 


Big Exhibit of Shoes and 
Leather at Leipzig Fair 


Fully 1200 exhibits of shoes and 
leather goods will be included in the 
Leipzig Trade Fair this fall. Every 
phase of these industries, including 
the machinery used, will be illus- 
trated. Germany has been making 
rapid progress in regaining her pre- 
war position in these industries. 
The Fall Fair will attract approxi- 
mately 180,000 buyers from forty- 
four countries of all parts of the 
world, according to officials. It will 
be held from August 29 to Septem- 
ber 4. 


Geis Displays New Cup 


ROCHESTER, N. Y.—Charles G. 
Geis, advertising manager of Wm. 
Eastwood & Son Co., is proudly dis- 
playing a new silver cup which was 
awarded at the Boston Show for the 
best examples of large city news- 
paper advertising. Mr. Geis has de- 
veloped a very distinctive and attrac- 
tive style of advertising for the 
Eastwood & Son Co., is proudly dis- 
of its value by leading advertising 
authorities is very gratifying to 
Mr. Geis and the Eastwood organiza- 
tion. 

Mr. Geis has been with the East- 
wood organization for about a year, 
and has developed a very distinctive 
style of advertising for Eastwood 
shoes. 


New Shoe Stores 


Prager & Haler, 1066 Washington 
St., Norwood, Mass. 
Charles Gordon, 

Springfield, Mass. 

Sigele & Friend, 8457 Burley Ave., 
Chicago, IIl. 

Dorart Shoe Salon, 168 Tremont 
St., Boston. 

E. W. Burt & Co., Inc., 17 West 
Street, Boston, to open children’s 
shoe department. 

Alvin W. Schmidt, Calumet Drive, 
Sheboygan, Wis. 


1214 Main St., 
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POSITIONS WANTED 


4c per word. Minimum Charge 75c. 


LINES WANTED 


4c per word. Minimum Charge 75c. 


ALL OTHERS 


7c per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 


Five dollars per inch. Allow 45 words to an inch 


Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, 
on Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 








When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address, 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 


Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 


Boston, Mass., 





























SALESMEN WANTED 





SALESMEN WANTED 





SALESMEN WANTED 








Address C-290, c/o Boot & Shoe Recorder 
189 W. Madison St., Chicago, IIl. 


A Big Opportunity 


There is a real opportunity for a man who has the confidence of 
Southern shoe merchants, with an alert Western shoe manufacturer 
making one of the best lines of McKay shoes at the popular retail 
price of $7.50 to $10.00. A “go-getter” type of salesman can make 
a real place for himself with this organization. 


Territory offered is Texas, Oklahoma, Louisiana, with the oppor- 
tunity, if desired, to include all of the Southern States. 


Write us in confidence all about yourself, your age, your experience, 
past record of volume and references. 











WANTED—SALESMEN 


A Boston distributor of Men’s Popular-Priced ($2.60-$3.85) dress shoes has the following 


territory open: 


New York State (New York City excluded), Pennsylvania, Ohio, Michigan, 


District of Columbia. 


6% commission and eventual drawing account. Give details and references in reply. Those 


that are really interested need apply ONL 
FASHION SHOE CO., 





190 Lincoln St., Boston, Mass. 














ST. LOUIS NOVELTY McKAY SALESMEN’S EARNING UNUSUAL 


We have choice territories for strong, capable salesmen. 
Our line, quality Novelty McKays, includes latests patterns, newest lasts and wide variety 
of up-to-the-minute styles at $5 and $6 retail. 

Our new, large factory, acquired at no cost, is equipped with the latest machinery. 

Our labor cost is much lower than nearby ‘competitors. 

Result: Low manufacturing cost, low prices, liberal on ge large commissions. 
Advances made only on orders. ecord a 

C-254, c/o Boot and Shoe Recorder, 1627 Locust St., St. Louis, Mo. 


References and _ reco 


Confidential. Address 


















Salesmen Wanted—fFor an In-Stock 
line of Nationally Advertised, 100% Good- 
year Welts for misses and children. Ex- 
perienced salesmen who have sold Welts 
only need apply for New England states. 


Apply C-276, care Boot and Shoe 
Recorder Pub. Co., 207 South St., 
Boston, Mass. 





WANTED 

Four salesmen (Pennsylvania, West Vir- 
ginia, Maryland, Ohio) to sell our line 
of Men’s dress welts. styles in- 
stock. Strongest $4-$5-$6 proposition in 
the country. May carried as side line. 
Address C-284, care Boot and 
Shoe Recorder, 616 Perry Blidg., 
Philadelphia, Pa. 











SALESMEN WANTED to 
leather first steps V/s and cones 


sell side line all 


wis; 5 sovety: ee ge gr | oy chon ot 
SHOE COMPANY, 4 420 “St. se St., a 


ter, 





ARE. you interested in an up-to-date line of 
Children’s and Misses’ Turn Shoes? Splen- 
did opportunity for high grade shoe salesman. 
References with application. Address C-243, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 





SALESMEN WANTED 


with established territories to sell 
complete line ladies’ medium priced 
snappy novelties. Carried in stock. 
Strictly commission basis. Lib 
eral terms. Must be a producer. 
States open, Georgia, Kentucky, 
Arizona, New Mexico, Michigan, 
Wisconsin, North Dakota, South 
Dakota. 

Address C-244, care Boot and 


Shoe Recorder, 207 South Street, 
Boston, Mass. 








Live salesmen wanted, with estab- 
lished trade, to carry as side line all or 
part of young ladies’, misses’ and chil- 
dren’s novelties, in stock shoes, Chicago. 
7% straight commission. References re- 
quired. We have the following territories 
open : 








Arkansas Missouri 
California Montana 
Idaho Nebraska 


Tilinois (exelusjve New_Merxico 


















of Chicago and No. Dakota 
and suburbs) So. Dakota 
ndiana Oregon 
Kansas Tennessee 
Kentucky Washington 
Louisiana West Virginia 
etroit Iowa 
No. Michigan Northern Ohio 
Minnesota No. Wisconsin 





Address C-262, ¢/e Boot & Shee Recorder, 
207 South Street, Boston, Mass. 





Star Salesman Wanted—Haverhill 
manufacturer of Women’s Novelty McKays 
to retail at $4, and having highest credit 
rating, has opening for salesman to cover 
Jobbing and Chain Store trade throughout 
the middle west. Straight commission. 
Reply, giving full particulars, to Address 


C-272, care Boot and Shoe Re- 
seeder, 207 South St., Boston, 
ass. 











WANTED—Wide awake salesmen with estab- 

lished trade to sell our line of Infants’, 
Children’s and Misses’ Turns and Stitchdown 
in Indiana, Illinois, Iowa, Kansas, Arkansas, 
Texas, New Mexico and California on 7 per 
cent commission basis. Give full information 
as to experience in your first letter. THE 
REHR SHOE ~.CO., Orwigsburg, Pa. 





OPPORTUNITY for a number of live wire 
salesmen to sell on a commission a 
nationally known non-competitive line. of Men’s 
Slippers, Comfort and Novelties. References 
required. Territories available—Ohio, Indiana, 
Iowa, Arkansas, uisiana, Washington, 
Montana, New York State, Oregon, Idaho. 
Colorado. Address C-275, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 
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SALESMEN WANTED 


POSITION WANTED POSITION WANTED 








Salesman—Carrying a shoe line in 
Southern Pennsylvania and West Vir- 
ginia, to carry as side line a well known 
brand of rubber footwear. Give refer- 
ences, lines carried, and territory covered, 
in first letter. All replies confidential. 
Address C-280, care Boot and 
Shoe Recorder, 207 South St., 
Boston, Mass. 











G ALESMEN WANTED—Real producers in 
the following territories: Washington and 
Oregon, Montana, Idaho, Wyoming, Utah, Colo- 
rado, North and South Dakota, Arkansas and 
Louisiana, Illinois, Indiana, Ohio, Eastern Penn- 
sylvana, Kentucky, Western Tennessee, Missis- 
sippi, lowa, Kansas, Nebraska, Missouri and 
New York. We are manufacturers of one of the 
oldest lines of work shoes, dress oxfords and 
dress shoes—a real QUALITY line; big com- 
missions paid to the right man; established terri- 
tory; only live wires need apply. Address C-263, 
care Boot and Shoe Recorder, 189 W. Madison 
St., Chicago, Il. 





WANTED—A representative for Pennsylvania 

to sell a line of men’s fine shoes to retail 

trade on commission. Well known line of shoes, 

young men’s styles, thorough quality. Address 

_ 252, care Boot and Shoe Recorder, 207 South 
, Boston, Mass. 





WANTED—Shoe Salesman to carry our spats 
and shoe novelties as a side line. Give 
all references in your first letter. Ideal Mfg. 
Co., 4248 No. Crawford Ave., Chicago, III. 





SALESMAN to carry nationally known line 
of Turn Boudoirs (leather soles) in leathers 
and satins and soft and hard toe ballet slippers. 
Address C-285, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 





WANTED-—Salesmen with established trade 
to represent us in Arkansas, Iowa, Louis- 
iana, Illinois, North and South "Dakota. Line 
consists of fast selling women’s novelty McKays 
priced at $3.35 to $4.50. Liberal commissions 
and wonderful proposition for men of proven 
ability who are willing to work. References 
must accompany application, otherwise will not 
be considered. SHU-STILES, INC., 1330 
Washington Ave., St. Louis, Mo. 





WANTED—A man who can sell shoes to 
the better retail trade in New York City. 
This is a very g opportunity for a sales- 
man to connect with a progressive New York 
wholesaler. Address C-287, care Boot and 
Shoe a ote Floor, 239 West 39th St, 
New York, 


POSITION WANTED 











WANTED—A BUSINESS 


The advertiser, who desires a connection, was for ten years executive officer 
and director of one of the country’s largest shoe manufacturing corporations 
selling to jobbers, department and chain stores; also an active director in a 
large shoe store chain. ‘Thoroughly experienced in the manufacture, mer- 
chandising, and sale of men’s, women’s and children’s shoes, including welts, 
turns, McKays, stitchdowns, felt and leather slippers. Has supervised thirty 
salesmen and personally sold the most prominent accounts in the country. 
Well versed in chain store operation. Would be interested in taking over 
equity of a retiring partner, making a substantial investment if necessary; and 
in the general sales supervision of a concern making or handling any of the 
above classes of shoes. Correspondence and appointments solicited in con- 
fidence. Address C-282, care Boot and Shoe Recorder, 9th floor, 239 W. 39th St., 
New York, N. Y. 























FOR RENT 
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FOR RENT 


Light, Commodious Office 


for One or Two Lines 


A modern office and salesroom, handily located in center of New York City 
shoe business. An unusual opportunity for one line or two competing lines. 


C-279, Care Boot and Shoe Recorder 
239 West 39th Street, 9th Floor, New York, N. Y. 
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FOR SALE FOR LEASE 














FOR SALE 
Stock of Shoes, consisting of Ladies’, Men's, 
Boys’ and Children’s shoes. Also fixtures. 
Inventory about $4,000. Nothing over 
5 months old. Going out of business. 
Sale, Tuesday, August 31, 1926, at 12 
o'clock. Store located next to Wool- 
worth’s store. 
EDWARDS SHOE STORE 
Goldsboro, N. C. 


Sweet Sixteen Dress Shops 
of Detroit, Mich. 
37 John R. St. 


Are enlarging 
their present quarters 
and offer for lease 
to merchants of good reputation 














A man, who is 
Business Manager 


of a shoe factory is making a change. 
He has successfully filled his present posi- 
tion. He is anxious to join a larger 
factory, as cost man or office manager. 
His experience takes in all branches of 
factory management and cost accounting. 
He will prove extremely profitable to any 
live organization. Address C-281, 
care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 








the following departments: 


SHOE DEPARTMENT FOR SALE—In a 
department store in one of the largest In- 
diana cities. Did about $85,000 last year. 
Opportunity to do a large volume business. 
Very small investment. Excellent reason for 


KNIT GOODS 











selling. Address C-291, care. Boot and Shoe 
Recorder, 207 South St., Boston, Mass. F 





floor for operating shoe department in 
of the largest and most progressive Men’s 
Women’s Wear Stores in Alabama. 
ulars on request. 
and Shoe Recorder, 
Mass. 


OR SALE—15 sec. Grand Rapids mah. fin. 

No. 45 shoe shelving, used only two years 
and like new. $10 per sec. crated. RAY 
McKINNEY, Pueblo, Colo. 


207 South St., Bos 








OR LEASE—Prominent space on ground 


one 
and 


Full partic- 
Address C-288, care Boot 


ton, 








LINE WANTED 
MISCELLANEOUS 





POSITION wanted as manager of men’s 

chain store by middle-aged Christian who has 
successfully managed chain shops on _ Broad- 
way, New York, and Woodward Ave., Detroit. 
Can handle any price trade. Prefer the higher 
price. Can furnish best of references includ- 
ing banking. Services available at once. Ad- 
dress C-274, care Boot and Shoe Recorder, 9th 
floor, 239 West 39th St., New York, N. Y. 


EXPERT style man on women’s novelties— 
~ sales manager—traveling salesman—last posi- 
tion held was in capacity of general manager 
and buyer for a chain store outfit—merchandise 
man and systematizer—in the shoe business 
15 years—33 years of age—would like to make 
connections wtih a real live concern as buyer 
of men’s and women’s shoes. If you want a 
real man, who knows the shoe game thoroughly, 
especially the women’s end of it, and have or 
will have a position open soon, you can write 
to C-289, care Boot and Shoe Recorder, 9th 
Floor, 239 W. 39th St., New York, . 








WANTED by live wire representative from 
manufacturer or progressive jobber a real 





good line of shoes for New Jersey; well ac- 
quainted, have car, finest credentials. Address 
C-286, care Boot and Shoe Recorder, 207 South 
Se. Boston, Mass. 


Novel Window Attraction 


Set of Genuine German Reichbank 
notes 1000 to Billions. Good condition. 
Some rare and work of art. Instruc- 
tions for display and stickers. Postpaid 
$1.00. An attraction that attracts. 


THE HOOSIER SPECIALTY CO. 
Rising Sun, Ind. 








WANTED TO PURCHASE 
CASH PAID 











for shoe stores or surplus stocks of 
shoes or for other merchandise. Leases 





taken over. We send a repre- 
sentative to investigate and make 
offer upon request. 

Kalter Cerf. Mercantile Co., Inc. 


591 Broadway, New York City 
Phone Canal 6940-6941 Pi 


Use Recenter 
many ways 
Shoe Rec 


Service. There are 
in which the Boot pm | 
can serve you. Write 


us your problems. 
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MISCELLANEOUS 


MISCELLANEOUS 


MISCELLANEOUS 











Imported Cut Steel 
Buckles 


Always IN-STOCK for Your 
Immediate Needs 
Price $1.00 to $5.00 per pair, also ex- 
elusive designs up to $20. 


Sample assortment and prices gladly 
sent on request. 


SPECIAL NUMBERS OFFERED FOR 
“SALES PURPOSES.” 


Waverly Shoe Trimming Co., Inc. 
151 Vanderbilt Avenue, Brooklyn, N. Y. 


























Milbradt 
Ladders 


made for 40 years 
by the origina] in- 
ventors. 
‘Made in all styles 
to suit any shelving 
condition. 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 


WINDOW 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 
933 Arch St. 
PHILADELPHIA 


Are Business Getters 
Send for Catalog and Prices 





LABELS 


SHOE CARTONS 


me 6 EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 
, 88 Nie 
| FRANK C. MEYER Co. 
ae ST se 
263-271 LEXINCTON AVE , BRODKLYN, NY. 


AMERICA’S CREATEST 
SHOE CARTON & LABEL MFCS 





Shoe Carton 
Labels - 


Weve produced most of those us 
by the Shae ‘Trade since 


\SK FOR MPLETE 
\9F SAMPLES € 


; n> i ¢ 


OFFICES E PLANT, BROCKTON MASS 


BOSTON, CHAMBER OF COMMERCE. BLOG 




















WANTED TO PURCHASE 














weveEN 
LABELS 


The DISTINCTIVE and 
PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


33-39W 34TH ST. NWY.C. 
Phone WISCONSIN 8130 


BETTER WINDOW Cap, 
ee 3, month &,, 


RECORDER SHOW CARD SERVICE 


18Q W. Madison St.-Chicago 


ONKEN 


é . Pegerenit= + ° 
pidy Fix es of Uu ae 


Window 
iJ ay 
ixtures 
Made Only of Wood 
for all lines 
IMMEDIATE 


SHIPMENTS 
Send for Catalog 
Tug Oscar Onnen Co 


liw. FOURTH $v. 
SINCINNAT?!, O 


de not marke 
terat Matures or Show Cate 





Sell Us Your Left Over 


New York Export Purcuasinc Corp. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 








HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. Quantities 
no object. Retail or wholesale. Short 
term leases taken off your hands. 
Wire or phone us. Correspondence 
confidential. Established 1890. 

MAX GLAUBERG 

436 Grand Street, New York City 
We also purchase clothing, hats, fur- 
nishing goods, etc. Dry Dock 0352 











ap er , 








CASH PAID 


for entire shoe stocks or surplus stooks 

of shoes or other merchandise. Any 

quantity. Prompt attention given. 

KIRSCH-BLACHER CO., Inc. 

€22-634 Broadway, New York, N. Y. 
Phone Spring 1443 











Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 








No matter what policy you may 
pursue in selling to the shoe 
trade, nevertheless you need the 


Boot and Shoe Recorder 
ALL THE TIME 
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Wisconsin Retailers Stage Real 
Business Convention at Merrill 


lake country surrounded by the 

picturesque scenery for which 
Wisconsin is famous, the Wisconsin 
Shoe* Retailers Association opened 
their annual meeting at Merrill with 
a noonday luncheon and welcome by 
the mayor. Secretary and Treas- 
urer J. B. Langenberg of Appleton 
reported a splendid financial state- 
ment for the association, in spite of 
many difficulties passed through in 
the last year. President Cody of 
Antigo announced a truly business 
convention and _ incidentally was 
right. 

Podell, a youngster in the men’s 
shoe business in Milwaukee, was the 
first merchant on the tee and he 
sailed a neat bit of merchandising 
and selling advice down the fairway 
for the older heads to think about 
and to understand why the young 
fellows are ruling in the shoe busi- 
ness as well as in the style influences. 
One of the interesting features of 
Podell’s talk was his explanation of 
what gets the young man’s business. 

“To every college student who 
patronizes our store,” he said, “we 
offer an opportunity to become our 
agent in the college, supplying him 
with cards and giving a new pair of 
shoes for every ten cards brought in 
by customers. Another feature of 
our effort is the presentation of sil- 
ver loving cups in the athletic events 
in the high schools and colleges, and 
~we make it a point to learn the birth- 
day as well as the name and address 
of every customer and on that day 
send a pair of silk hose with our 
compliments.” 

The veteran of many a convention 
‘battle both in the State Association 
and the National, Al Caspari of Mil- 
waukee, again implored the mer- 
chants to make a profit in the shoe 
‘business. Caspari led the open 
forum discussion on fall leather 


l the heart of the Wisconsin 


leaders, and the convention was 
unanimous on 60 per cent patents, 
15 per cent blacks, which would in- 
clude suede and ooze leathers, and 
25 per cent colors of all kinds, the 
darker tan shades leading. Satins 
so far have been a disappointment. 

Herman Bortin, sales manager of 
the Stevens Strong Shoe Company 
of Milwaukee, discussed the science 
of shoe retailing. “Profits,” said 


Mr. Bortin, “come from customers. 
The price you sell at is incidental. 
Buy right, sell right and you will 
get customers and the customers 
will give you a fair profit. Anything 
you do to get customers legitimately 








Here are the new officers of 
the Wisconsin Shoe Retailers 
Association, as chosen at the 
convention this week at Mer- 
rill, Wis.: 

President—Charles N. Cody, 
Antigo. 

First Vice-President—Eu- 
gene Meyer, Watertown. 

Second Vice - President— 
Parry Balaban, Madison. 

Secretary and Treasurer— 
Joseph Langenberg, Appleton. 

C. H. Broecker of Merrill 
was chosen a director to re- 
place Harry Balaban. 























is an investment that pays big re- 
turns.” 

The trouble with the work shoe 
business, according to Mr. Bortin, is 
due to the “after the war” selling 
of army surplus and the later at- 
tempt by army stores to sell a cheap 
grade at low prices. This is pass- 
ing, he said, and merchants are 
realizing that the work shoe has a 
definite place in the “shoe for the 
occasion” program. 


Harry Balaban, the original “pep- 
per-up” of the convention discussion 
started a near battle over the adop- 
tion by the association of the Wis- 
consin University educational pro- 
gram for shoe fitting, which in for- 
mation is similar to the program 
now in force in Washington and re- 
cently was given publicity in the col- 
umns of the BooT AND SHOE RE- 
CORDER. Opposition developed to the 
adoption of this program and the 
motion was tabled. 


N Wednesday’s program John 

DeWillis’ talk on “Modern 
Merchandising and Advertising” 
contained many suggestions for 
the betterment of the merchants’ 
place in the business scheme. Jo- 
seph Evertson, former member of 
the RECORDER staff and now sales 
manager of the Marathon Shoe Com- 
pany of Wausau, Wis., addressed the 
meeting on “Merchandising Chil- 
dren’s Shoes,” and gave the attend- 
ing merchants much to think about 
and many of the selling ideas which 
have made the “Pied Piper” line a 
leader in the children’s field. Ted 
Simon, the man behind the style 
guns of the Weyenberg Shoe Com- 
pany of Milwaukee, talked his own 
business, “men’s shoe styles,” and 
told how styles are made and why. 
Sid McClanahan of the Helmholz 
Shoe Company, talked “The Juve- 
nile Game” and what profits are to 
be made from the right selling of 
children’s footwear. Charlie Collar, 
president of the Milwaukee Shoe 
Retailers Association and manager 
of Gimbel’s shoe department, told 
how Gimbel’s merchandise footwear. 

In the afternoon a ball game was 
staged between the Merrill Players 
and the Detroit Clowns for the en- 
tertainment of the merchants. The 
ladies were guests of the Stange 
Lumber Company. 


’ 





New Firm for Haverhill 


HAVERHILL.—The Beautiful Shoes, 
Inc., is the style name of the newest 
firm in the local industry. The new 
corporation has a capitalization of 
‘$25,000, and the incorporators are: 
Morris Sadowitz, Ray Bransblau, 
:and Irene M. Durgin, all of this city. 


The new firm will make McKay nov- 
elties, and will get into active pro- 
duction at an early date. The 
incorporators are well known in this 
city, Mr. Sadowitz being a local 
attorney of prominence, and Mr. 
Bransblau, having wide experience 
as a shoe man. 


Weinstein Home from Europe 


LYNN.—Harry Weinstein, of the 
Puritan Shoe Co. is home from a 
trip to Europe. Commenting on 
English styles, he thinks that novel- 
ties are as popular in England as 
here, but that prices of them are 
higher than here. 
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—RA]JAH 


. ll Do not disappoint your cus- 
1 * a tomers who expect the origi- 
nal RAJAH service, with 
substitutes which lack the 


quality, comfort and service 


























‘ r e e to which RAJAH  intro- 
duced them. 























but 

















all Crepe 














is not 














If this had been a RAJAH sole it would 
have worn at least three months instead of 
only five weeks. 








ALFRED HALE RUBBER CO. 
ATLANTIC _ Established 1837. MASS. 


LAING HARRAR & CHAMBERLIN 
Philadelphia 
Distributors to the Findings Trade 
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~ You Can Prevent This! 
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Tits illustration proves that the ordinary methods of 
attaching wood heels is unsatisfactory. The victim might 
escape serious injury, but you cannot escape. You have lost 
a customer. Why do you permit such occurrences when 
you can easily remedy this evil—by specifying ALPHA 
Woop Heer Screws? 


Women expect not only style and comfort in their foot- 
a a be tg wear, but also security. They are not familiar with the 
en > ay eh Be ant of shoe’s construction, but they have confidence in you. A 
ALPHAWoop HEEL Screws by the 1 Sal wal h 
mannfalterer, An important litle oose heel will destroy that confidence. For your own pro- 
tection, as well as that of your customer, insist upon the 


detail that will safeguard your 
customer and help create good-will use of ALPHA Woop Heet Screws in all your shoes. 
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United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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